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THANKS, DISPLAY MEN! 


The wonderful reception given 

KRAKAUER SERENADE IN 

PLASTIC is indeed gratifying 

as it shows your appreciation 

for the finest quality and crafts. 

manship in plastic. 

We have always strived to 

render the finest in plastic. and 

the illustrated piano of black 

and clear Lueite plastic is an 

outstanding example of — the 

precision workmanship — that 

voes into every SCHEUER 

product. 

When planning your display needs remember that SCHEUER produces a complete line 
of plastic, metal, and wood and plastic combination fixtures that will add beauty and 


distinction to your displays. 








INC 


mxrusss 307 WEST 38'* ST.. AT EIGHTH AVE., NEW YORK CITY 18 
ORIGINATORS AND MANUFACTURERS OF MODERN PLASTIC DISPLAY FIXTURES 
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?. 


IT’S TERRIFIC! 


IT’S SENSATIONAL! 


IT’S MECHANICAL! 


ins NEW! 





THERE ARE 4 other GREAT, NEW, 


CHRISTMAS PROMOTIOMS TO CHOOSE FROM: 


@ WALT DISNEY'S ALICE IN WONDERLAND —Foscinoting Fairy 
Tale soon to be given new splendor by the one and only Walt Disney 

@ CIRCUS —Giant, Colorful, Dramatic in design and action 

@ OLD FA c AS — Beautiful, Authentic as today's 
fashions. Flexible Application 





@ WALT DISNEY'S CINDERELLA~—Ali the magic of the greotest 
motion picture of 1950. 


Write, wire or prone — arrange for our 
representative to call at once. 











NEW FALL AND 
CHRISTMAS 
CATALOG 

Ready cbout July 15 


Write Today 


Prnetica's best loved characters join Santa Claus to 
become your greatest, most sensational Christmas at- 
traction! 

Everything for the windows...for the toy section... 
yes, everything for gift promotions from every section in 
the store...including inexpensive Comura decorations. 

Everyone loves Walt Disney characters and the Western 
Jubilee Christmas Homecoming will be the greatest of all 
hits! Almost 100 different Walt Disney Characters get 
into the act! 


W. L. STENSGAARD AND ASSOCIATES, INC. 


346 NORTH JUSTINE STREET, CHICAGO 7, ILLINOIS 


Specialists in Merchandise Presentation - Demonstrations - Displays - Exhibits 





Display's Great Monthly Digest 


DISPLAY WORLD 


COMBINED WITH 
MERCHANTS RECORD AND SHOW WINDOW 


VOLUME LVII JULY 1950 NUMBER | 


CONTENTS 


Traffic-Readership And Sales Study Of Display By Professor Howard Cowee 
Display Budgets By Clara Baldwin 

Display Is Different At The Bon Marche-Northgate By Howard E. Jackson 
Successful Market Week Seen As Up-Turn For Field 

Display Spray Painting By Ernest F. Young 
Chicago Displays Are Vacation-Minded By Shirley Ware 
Promotions Coming Up! 


By Louis Gehring 


New York Displays Make Strong Bid For Summer Business 
By Virginia Roehl 


Paris Window Displays Tie-In With Annual Fetes By Paul Roth 


Case History Of An Unusual Layout By Kim Hoffmann and 


Stephen Heidrich 
Cool Displays For Hot Days . ; , 
Point-Of-Sale Display Emphasis Is On Motion 
Dramatizing Financial Display 
Display . . . On And Off The Record 
A New Display Technique 


By Robert McCorkle 


Anniversary Treatment 
Editorial 

Dollars Out The Window 
Trade Personalities By Tupper 
Tile For Flooring 

The Display Parade By Tupper 


Showrooms Suggest Ideas For Homewares Display 


Four More Countries Enter Contest 


PUBLISHED BY 


THE DISPLAY PUBLISHING COMPANY 


407 EAST EIGHTH STREET, GARFIELD 2050-2051, CINCINNATI |, 





OUR NEXT ISSUE 


In the August issue, in the mail August 
15th, Ernest F. Young continues his series 
of practical “how-to” articles... . Clara 
Baldwin will have an article on how 
several leading cosmetic houses handle 
the problem of cosmetic display... . 
And there will be a numbar of other 
feature articles of equal interest, as well 
as the regular agenda. 


THE COVER 


For the bathing season in Switzerland 
this charming display was created by 
Hans Erhardt for Grands Magoasins Jel- 
moli S. A., of Zurich. It is a clever 

ingling of three-di ional properties 
and painted background and guaranteed 
to catch the interest of any passerby. 





OFFICES 


Eastern Office: 47 West 57th Street, New 
York City 19. Phone PLaza 3-5989. Cleve- 
land Office: J, R. Monk, Macintyre, Simp- 
son & Woods, 1900 Euclid Avenue, Cleve- 
land 15. Phone CHerry 1-1501. 


SUBSCRIPTION RATES 


Published monthly at $3.00 a year for the United 
States, Pan-American Countries, Philippine 
Islands and Spain; all others $4.00 a year 
Canadian and foreign orders payable in U.S. 
funds by international money order or New 
York bank draft. Single copies, 30 cents 
Send al! subscription orders direct to the 
publication office at Cincinnati. Changes of 
address must be reported at least two weeks 
in advance of effective date; otherwise missed 
copies cannot be supplied. Entered as sec- 
ond class matter September 20, 1922, at post- 
office at Cincinnati, Ohio, under act of 
March 3, 1879 


Member 


® 


Audit National 
Bureau of Association of 
Circulations Display Industries 


Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other oxecutives of 
your organization and the members of 
your deportment. 
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,» that ability to sculpture the feminine form 


so it accentuates a fashion’s high points 
and sells the goods! 
Williams has it! — has had it for more 
than half a century! 


Now playing to a capacity house: 
“Dot Williams presents CHRISTMAS 1950” 


DE Wbcwus bite, corr 


Dot Williams, president 
Mary Brosnan Mannequins 
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unt for Christmas displays! 


New - Light - Inexpensive - Easy to clean « 
Easy to handle... colorful displays 
that will give a new magic to your 
Christmas decor. 


Santa Heads. Fibre & Plastic 
Larger than life size. 5 fade- 
proof colors. Indoor or ovt- 
door use 


We appreciate the great re- 
ception given our line at June 
Market Week. The response 
greatly exceeded our fondest 
expectation. To insure sched- 
uled delivery, orders should 
be placed at once. 


...and don't forget i . Bells. Spun Glass. 


our most attractive, ee oe 


most practical, easy- shopes. Many colors 
to-trim 
Reindeers. Spun 


aaa FORMOSELLES 


fawn. i “i 


JOBBER 
INQUIRIES 


INVITED (Yu ~~ aI 
on a oe a: ae oo oy. e d 


Note new 
address > 215 FRONT STREET, BURBANK, CALIF. 
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SALES PROMOTION 





MODEL M71! ; one | MODEL M1422 
Copecity 7 x 11 inches we ] Capacity 14 « 22 inches 


a DEE ATEN Hl 


MODEL MK1422C 
Capacity 14 « 22 inches 


MODEL MS7II 
Copocity 7 « 11 inches 
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MODEL Mi4!1 


Capacity 14 x 11 inches 


MODEL M2228 
Capecity 22 « 28 inches 


. . . Equip your departments to produce sales promotion 
material that reflects credit on you and on your Company. 
Your operators will produce better signs on the Line-O- 
Scribe, and all your signs will be two sided so that they 


inform shoppers from any position . . . help sales people, 
too, on merchandise facts that create sales. 


? 


Line-O-Scribe sign machines are made in sizes and models for every 
merchant. Write Dept. B for a complimentary copy of “SALES PRO- 
MOTION Thru... Contact Advertising” and literature on various models. 


THE MORGAN CO. 


3984 AVONDALE AVENUE e CHICAGO 41, ILL. 
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ersatility Of FROSTEE SNO 


Cuts 


You can build a display with Frostee 
Sno, then store it away. Later on use 
the same Frostee Sno to make a new 
display. Now is the time to plan an 
August sale. Frostee is a natural for 
furs and other winter items sold well 
equal in 


Yet, 


you can use the same Frostee Sno for a 


in advance. It has no 


creating a winter atmosphere. 


large display of hot weather goods to 
produce an illusion of coolness that 
will make shoppers feel better just to 
look at it. 


verall Display Costs 


Frostee Sno Blocks come ready for 
you to use. They are big—15"x22"x6". 
They are pure white and their millions 
of tiny crystals sparkle when bright or 
colored lights strike them. They are 
light in weight but are durable, fire- 
proof, vermin-proof, and won't harm 
any material. Use a vacuum to clean 
them up for re-use. If you like, you 
can cut Sno Blocks into smaller pieces, 
odds and ends to 


or you can crush 


simulate loose snow. 


Call your display jobber today. Or 
write us for a free copy of the new 
“Frostee Sno Displays" idea book. = It 
shows you how to create low-cost, eye- 
appealing spring, summer, fall, Christmas 
and winter displays. 


The limits of the versatility of Frostee 
Sno depend on the ingenuity of the 
But 
display can be made by just stacking 
Maybe you'll 


display designer. an attractive 
Blocks in a window. 
want to put a Block in a display case 
or two inside your store. Plan now on 
a Frostee Sno display. The cost is 
low, lower if you use the same Frostee 


This all- 


makes 


Sno for several displays. 


year-round display material 


attractive displays that will stop more 


shoppers. Try it and see. 


ANTIOCH, ILL. 
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Amazing |... Hit of the 


‘splay Sal 


“Stikwik” MIRROR TILES 


THAT STICK ON ANY FLAT SURFACE 


Up In A Jiffy... TOSTAY!.. 


Now You Can Afford The Luxury of 
Mirrors In Windows and Interiors 


at 75% LESS 


Than A Professional Would Charge 








Now you can tile entire wall areas with STIKWIK MIRRA- 
TILES for about one-fourth what a professional would 
charge. 
this would cost $150 to $175.) ... 
can be used over and over. 

What a boon to Display Men with the “budget blues”. . . 
with MIRRA TILES you can get BIGGER display EF- 


(A space 6 ft. x 6 ft. costs about $40. . . usually 
and MIRRA TILES 


FECTS with less props because with MIRRA TILES you 
can DOUBLE and QUADRUPLE your displays through 
reflection. 

The magic is in the strips of adhesive that back each 
MIRRA TILE. All you do is remove the protective paper 
from the back of each tile, place the tile on any flat surface, 
and rub with slight pressure .. .the MIRRA TILE is on to 
stay. If you ever want to use them elsewhere, they may be 
pried off and reused. 

Once you've discovered how easy it is to use MIRRA TILE 
you'll do screens, panels, case backgrounds. You'll want 
them as permanent backgrounds in pe -rfume, china and 
glassware, shoe depts., toys, jewelry, cosmetics, model 
rooms, etc. ete. MIRRA TILES are actually glass mirrors, 


measuring 414 x 4% inches 1 y Bi peony $9 


and they're amazingly 
STIKWIK Self-Adhering 


MiRRA TRIM EDGING 


¥%q in. wide ...8 FOOT Long ROLL... $1 


Three-quarter inch squares of sparkling mirror. all in a row in an 
8 foot long strip at less than the cost of ordinary wood mouldings . . . 
and better too, because it wil} stick on to flat, concave and convex 
surfaces .. . can be snipped off to any length you want. 


FOR ULTRA DECORATIONS . . . SELF-ADHERING 
TORTOISE ANTIQUE MIRROR SQUARES 


Here is the newest and smartest antique mirror made today. In rich, 
colorful subdued tones of blue, gold. smoke and silver combined 
together in a tortoise shell effect. Used and acclaimed by 

America’s foremost decor: ators. Usually $6 per square foot . . . $2 


now specially priced in 7” x 7” squares, each at 


If Your Dealer Cannot Supply .. . 


. No Nails or Screws... 


Order Direct From Us 


Vo Glue ... No Mess! 


























STIK@IK Self-Adhering Mirror is Manufactured Under Patent 
and Copyright Owned By L. & 8S. Mirror Mig. Corp.. N.Y A 


Sold Exclusively In Display By 


RADIANT 


GLASS FIBERS CO. 


11 WEST 29TH STREET. NEW YORK 1, N. Y. 


A Limited Number of Territories 
Are Open to Display Distributors 


This line is sold oniy to jobbers or distributors who carry 
stock and have suitable credit standing. None other need apply. 


4t Least $5.00 or More. 
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QUESTIONS 





Does your selection of media start on a basis of facts; 
namely, has the circulation been audited by an ac- 
cepted authority in accordance with standards 
approved by leading advertisers and agencies? 


Paid subscriptions as indication of reader interest. 
Do you take this factor into consideration in evalu- 
ating the circulations of business papers? 


Does your consideration include an audited break- 
down of the subscribers by occupation and kind of 
business? 


Do you compare the geographic distribution of the 
circulation with your sales activities and market po- 
tentialities? 





In evaluating media, do you take into consideration 
the channels through which the circulation is obtained? 


Do you check to find out how much, if any, of the cir- 
culation is sold at special reduced prices; or in 
connection with premiums? 


In selecting business papers, do you check to see what 
percentage of the subscribers express continued in- 
terest in the publications by renewing their subscriptions? 


Do you study a paper's circulation growth over a period 
of years as an indication of publishing stability and 
progress? 











COMMENTS 





The Audit Bureau of Circulations, an association of 3300 ad- 
vertisers, agencies and publishers, provides standards and 
methods for auditing the circulations of published media. All 
publications that can meet A.B.C. standards are eligible for 
membership, 





A.B.C. Audit Reports give the average circulation, both paid 
and unpaid, for the period covered by the report. 





A.B.C. business paper reports show the vocational identity of 
subscribers and tell how much of the circulation goes to the 
specialized markets in which you are interested. 


For business papers in the U. S., A. B. C. reports give a break- 


down of subscribers by states—for Canadian papers by Prov- 
inces—thus making it possible to compare coverage with 
analyses of sales and with distribution of other publications. 
A.B.C. reports show how many subscriptions were received 
by mail direct from subscribers, how many from catalog 
agencies, publisher’s own and other field-selling organizations, 


When special reduced prices or premiums are used in obtain- 
ing subscriptions, A. B. C. reports show what these prices and 
premiums are and the number of subscriptions thus obtained. 


A.B.C. reports for business papers give the percentage of re- 
newals based on the number of expirations during a 12-month 
period and the renewals received within 6 months after ex- 
piration. 





A.B.C. reports show quarterly averages of the net paid circu- 
lation for the period covered by the report and for 3 years 
previously. 





When you buy advertising space with the help of the factual information 
in A. B.C. reports you make sure of maximum value for your adver- 
tising dollars. This business paper is a member of the Audit Bureau of 
Circulations. Ask for a copy of our A. B.C. report and then study it. 





REPORTS — FACTS AS THE 


DISPLAY WORLD 


CINCINNATI, OHIO 


BASIC MEASURE OF ADVERTISING VALUE 


1950 








1950 DISPLAY WORLD 


HAT IS YOUR MOST EFFECTIVE 
ALES- 
pro CER? 


1,290,000 
CUSTOMERS SAY 


DISPLAY! 


Varied merchandise was used in 58 test 
windows in a store in each of twelve cities. 
1,290,000 customers were covered — believed 
to be the largest sampling group in any 
marketing research. 
Sales jumped from 18 to 67% by the use of 
proved display technics, for merchandise 
~ totally unpublicized in any other way. The 
ability of display to start and sustain sales was 
Check Your conclusively proved from these results. 
Report No. 2, the second in our Visual Merchan- 


™ 
“g\ \ he “Sales Pulse ams dising Research Series, reveals complete de- 


tails on traffic, readership and sales effect 


4a brought out by this study. This 128 page book, 


> @] R D E R Y @] U R ? fully illustrated and bound, is now available. 


Check your “sales pulse” against these records. 


1 R E p Oo R T No ‘ 2 ” Send coupon below for your copy of Report 


No. 2 — or if you haven't seen Report No. 1 


a T Oo D A Y i —send for both, $5.00 a copy. 


~ 


Se es oe oe 


Member mt National Association of Display Industries 
SaTionar asseciatios it, + * : 
OF D1SPLAY sneeSTENES ps " 203 N. Wabash, Chicago 1, Illinois 
) R F Please send me copies of N.A.D.I. Visual Mer- 
: s mM td te chandising Research Series Report No. 2, at $5.00 


pomeseacasse j\e eases eecesee ces eseeaseesesoaseooerss, 


/ 


) 


PROGOESSiVE mENCeAROISE 
Perstatares 


NATIONAL ASSOCIATION 
of DISPLAY INDUSTRIES 


203 No. Wabash Ave., Chicago 1, Illinois 


each. Enclosed is my check for $ 


Name 


Store 


Address 


City 


lew eeseceseseeeseeeeeeses 
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With These Action Displays! 








Loading Santa's Sleigh Santa Trimming Christmas Tree 


G 506-— Gnome in right hand corner bends back and forth as ©507__s Cl eee id > epee a 
though driving Reindeer. Santa Claus bends from waist back , 007 — Santa Claus moves his head from side to side and the 


and forth. Gnome in foreground is trying to hold Reindeer and Hos ageriss ag! 4 — a So 2 _ beg 
moves from side to side while Reindeer bucks. Gnome with forse rocks back and forth. he Panda wags his head from 
the package bends to the right as though overloaded. Gnome in ‘ide to side. Boy on side of curtain and girl on other have heads 
the sleigh appears to be reaching down to help him. peeking from behind curtain. 

SIZE.48” wide, 33” high and 5” deep. Printed in eight brilliant SIZE—48” wide, 33” high and 5” deep. Printed in eight colors 
colors on 80 point board with a varnish coating for protection. on 80 point stock having five figures in motion. COST—F.O.B., 


Has six figures in animation. COST—F.O.B., our factory, $35.00. our factory, $37.50. 


G 506 - G507 - G 508 

Sturdily constructed in 
wooden shadow box 
frames All displays 





are activated by the 
Dependable Patented 
Gregory Motor ready to 
plug into 110 volts, A.C. 
or D.C. They are packed 
in heavy duty shipping 
cartons, 


“The Night 


Bell Display 

Before G 508 — SIZE—24” wide, 1914” high and 5” deep. Printed in 
as eight beautiful colors. Three metallic cardboard bells swinging 

Christmas back and forth alternately; not in unison. COST—F.O.B.. our 

factory, $12.50. 


No. G 505 This very attractive display is 29” wide and 48” high. The net weight is around nine pounds. It is printed in eight 
brilliant colors on heavy cardboard and mounted on a wooden frame to prevent warping. The wooden frame also protects the dis- 
play in transit. The subject matter is very appealing. The children are looking up the chimney watching for Santa to come down. 
The motion is Santa Claus listening at the chimney with his hand to his ear bending close to the chimney and then forward again 
as if in doubt that he heard a noise downstairs. 


The cost of this display with motor attached ready to plug in is $17.50 F.O.B. Brooklyn. 


GREGORY MOTORS Ine. soowiny 
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SANTA ACTION DISPLAYS 


To Create More Sales Action! 





G-504 — This display is 84" wide, 36" high and 4" deep. It is printed in nine different colors on 100 point card stock. The entire 
background and moving parts are set in a wooden shadow box frome. It has EIGHT ANIMATED FIGURES. 
- The Gnome (left hand corner) has double action of turning 4. Santa shakes with mirth. 
wheel and moving arm. 5. Jack in Box jumping in and out. 
. The Gnome with packages has a teetering action as though to 6. Painter works on drum with up and down stroke. 
save packages from falling. 7. Gnome on horse rocks back and forth. 
. The Gnome making sled has very realistic hammer action. 8. Tailor puts finishing touch to doll with natural sewing action. 
This 84" display is made in two parts and folds over to facilitate shipping. The package size will be 36° x 42° x 8". The 
cost of this display complete with motors attached is $75.00 F.O.B. our factory. 


Santa and Reindeer Yes, there is a Santa Claus 





G-503—The Santa Reindeer is beautifully printed in nine colors. It is 33"x48''x4" 6-502 — This is a very attractive Christmas animated 
and very sturdily constructed with a wooden shadow box frame. The front display 45" wide, 35" high and 5” deep. It is printed 
has a heavy piece of acetate printed to give the effect of a window with in several brilliant colors on 90 point white lined card- 
icicle. The Deer gallop and Santa waves his arm, while in the sky the stars board with a separate wooden frame. The top of the 
are twinkling making it ao LIGHT AND ACTION DISPLAY. The cost of this fireplace has a shelf 5" wide on which there are three 
display complete with motor is $35.00 F.O.B. our factory. decorative pieces that can be removed if you wish to 
use it to display merchandise. The action shows Santa's 
arm in motion pointing to the children as if asking if 
they believe in Santa Claus and they ore vigorously 
nodding their heads. The expression on the children's 


faces denotes surprise and wonderment while Santa is 
his usual jovial self. The fireplace is illuminated by a 
red bulb giving the appearance of burning embers 

ing i i i i It is slectrically 


making it a light and action disploy. 

320 BRIDGE ST. BROOKLYN |, operated by a patented Gregory motor, 110 volt, A.C. 
or DC current. It is packed in a heavy duty shipping 
carton. The cost of same is $42.50 F.O.B. Brooklyn. 
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3” 75-150 watt Str line F lite, Jr. $13.20 


This smallest sized accent unit in the Century 





line is of contemporary design ...compact 

cnd portable. Employed as an acvent 

light where rigid space limitations demand 
high powered concentrated illumination, 

it is recommended for free standirg displays 
poster cards; small windows; jewelry; objects 
d‘art at distances up to 10 feet. It hias a variable 
beam spread from 15 spot focus to 45 flood focus 


10” 250-750 watt Beamlight $48.00 
his highly efficient searchlight employs a 
bolic reflector of Alsak alumitium with a 
1. The very intense though irregular 

field of light is almost three to four times as 
bright as an ordinary spotlight. Tke beam 
is soft edged and narrow. 
Because the beam projector is compact and 
emits a powerful beam, it is best suited for 
daytime accent lighting in windows. It lights 


'zes the day 


2.b. New York Factory 


la 


Send for Free ( ] 


ataiogue 


3” 75-150 watt Streamline Fresnelite, Jr. 10” 250-750 watt Beamlight 
CAT. No. 1211 CAT. No. 1515 


the name in lights 


Century Lighting, Inc. 
419 W. 5S 


626 N. Robertson Blvd., Los Angeles 46, Calif. 


th Street, New York 19, N. Y. 











GET YOUR SHARE OF THE 


1950 CHRISTMAS | 
DISPLAY BUSINESS 


with an adequate advertising presentation of your products in our 
advance Christmas number, the 


August Issue---Out August 15 
CLOSING DATE AUGUST | 


Complete Market Coverage—!5,250 Copies 
To Reach the Country's Display Buyers 


DISPLAY WORLD 


Headquarters for Display Information 


CINCINNATI 1, OHIO 














Schack’s is proud to present . . . 


TWO REPRESHINGLY NEW IDEAS I 
STORE-WIDE THEMES FOR CHRISTMAS 


Alive with Christmas Carol Music ... Vibrant with Colorful, 


dancing children . . . resplendent in reds and greens 
and beautiful pastels... 


A complete store-wide display idea that embraces the full scope of the advertising, merchan- 
dising and display functions for the holiday season. Schack's offers you—in one unified, tied-in 
promotion — a full decorative and storyland atmosphere for your store plus a gift wrap pack- 
aging supply with papers and gift-wrap ribbonettes exclusively designed to coordinate with 
your displays, plus free advertising mat service for your newspaper campaigns, plus complete 
protection from local duplication under Schack's copyrights for this feature .. . 


MR. TW ENALE! 


with Christmas Star-lights 
and blinking, twinkling Shak-O-Lites 





Let the philanthropic, Santa-like Mr. Twinkle help your store come to the front 
in merchandise presentation this Christmas! Like Kris 'n' Carol, Mr. Twinkle 
is a copyrighted feature of Schack's, Inc., and offers a complete tie-in with 
exclusive gift wrap papers and ribbonettes, free advertising mat service and 
a full complement of decorative and third dimensional features for store 
windows and interiors . . 


SIneée s4&UE 


V4 If you'd like to know more about Kris ‘n’ Carol and 
Mr. Twinkle, let us know and we'll be happy to send you 
a complete brochure, fully illustrated and with compre- 
hensive descriptions, at no charge . . . Or see your 


INECRPORATED Schack representative when he visits your city soon. . . 
2516 ARMITAGE AVENUE, CHICAGO 47, ILL. e PHONE HUMBOLDT 9-2516 





Enter the First Annual 


DISPLAY WORLD 


DISPLAY CONTEST 


DISPLAY WORLD is sponsoring this 1950 international display contest 
— with 315 awards — as an incentive to still better display throughout 
the world and to reward outstanding displaymen with tangible 


i me 


evidence of their ability. 


~~ FF 


It is our belief that this recognition of 


mefitorious work will benefit the entire profession, and we view it as 


one of our obligations to the field we serve. 


If this contest has a 


stimulating effect on creative display and increases recognition of the 
finé work done by displaymen, then we will feel amply rewarded. 
All displaymen are invited to participate. There are no restrictions. 


Top awards will be beautiful gold, silver and bronze plaques, and 
there will be gold, silver and bronze medals presented in each of 100 
clagsifications covering every type of merchandise. In addition, a 

gold medal will be awarded each month for the best display entered 
in the contest during that month. 


Every displayman, no matter where, is invited to participate in this 


contest. 


Read the rules carefully and get your entries started today 
..« and keep them coming. 


CLASSIFICATIONS 


« Women’s and misses’ evening 


wear 

. Women's dresses 
Women's sportswear 

» Women's coats, suits 


. Furs 
Bridal display 
7. Millinery 
. Women’s footwear 
. Women's hosiery 
. Neckwear and scarfs 
. Handbags, umbrellas 
. Women's gloves 


. Lingerie 

. Notions 

. Towels 

. Handkerchiefs (women's) 
. Girls’ apparel 

. Children's footwear 

. Children’s hosiery 

. Infants’ wear 

. Corsets, surgical garments 
. Bathing suits (women's) 
. Men's clothing 

. Men's shirts 


underwear 
swim suits 
sportswear 
toiletries 
robes 


Men's evening wear 


7. Men's gloves 
. Boys’ clothing 
. Boys’ furnishings 


oys 


. Luggage 

. Athletic equipment 
. Institutional display 
. Civic display 

. Furniture 
. Radios, 

. Musical instruments 

. Floor coverings 

. Wallpaper 

. Draperies and curtains 


television sets 


Paints 


. China. glassware 

. Silverware 

. Gift novelties 

. Books 

. Stationery 

. Linens, bedding 

. Drugs 

. Cosmetics, perfumes, etc. 

. Tobacco, smoking equipment 
. Groceries 

. Candy 

. Liquor, other bottled goods 
. Refrigerators 

. Office equipment and specialty 


machines 


. Ranges 

. Laundry equipment 

. Garden tools and equipment 
. Lamps 

. Electric and gas appliances 


= Kitchen equipment 


Automobile showrooms 





and 
equipment 


- Vacuum cleaners 
. Hardware 
Ph be 


i 





. Optical goods 

- Exhibit booth 

. Exhibit display 

. Christmas interior 

. Christmas facade and marquee 
. Floats 

. Showcards, pen-lettered 

. Showcards, brush-lettered 

- Machine-lettered cards 

. Banks and other service 


institutions 


+ Travel displays 

- Animated display, 
. Animated display, window 
. National advertiser's display 
- Valentine's Day display 

. Easter display 

- Mother's Day display 

. Cotton Week display 

. Father's Day display 


interior 


Independence Day display 


97. Thanksgiving Day display 


. Christmas display 


99. Style show setting 


. Interior ‘ 


‘shops” such as “Bud- 
get Shop” . “Town & Country 
Shop”, etc. 


. Advertiser's Display Units 
- Miscellaneous 


Mail Your Entries to Contest Editor 


DISPLAY WORLD, CINCINNATI, OHIO 


Oo WN iA Lb 


. Any displayman in any store in the world may enter this 


contest. It is not necessary to be a subscriber to DISPLAY 


. All entries must be of displays iastalled during the year 
1950. 


. Entry is by means of one or more black-and-white glossy 


photographs, preferably 8 x 10 itches in size. As many 
entries may be made as desired. No entries will be re- 
turned. 


. Each photograph must be clearly marked on the back 


with | the _hame at the entrant, store, city, and contest 
1 “John paws Dexter & Sons, 
Classification No. 74” 





oan one Me 


. All entries become the property of DISPLAY WORLD. 


. All entries must 


. Entries may be submitted at any time. 


be sent to Contest Editor, DISPLAY 
WORLD. Cincinnati 1. 

All entries re- 
ceived during a given month will be judged for the 
monthly gold medal award for the “Display of the 
Month”. The contest ends December 15th, 1950. 


. The entry judged best in its clessification will receive 3 


points and a gold medal; second best, 2 points and a 
silver medal; third best, | point and a bronze medal. 
The entrant who receives the greatest total number of 
points will be awarded a gold plaque, suitably en- 
graved; the one receiving the second greatest total num. 
ber of points will receive a silver plaque; the third 
greatest total number of points will be awarded a 
bronze plaque. 


. Each photograph entered will be eligible for only one 


classification. 


- Judging for the annual awards will be done by an out? 


standing board of well-known display authorities. Their 


decisions will be final. 


- Judging for the monthly “Disv'ay of the Month” gold 


medal award will be done by ‘he editorial staff of Dis. 
PLAY WORLD. Their decisions will be final. 


- In case of a tie, duplicate awards will be made. 
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captured the crowds 


they looked... 


\e 
they applauded a ( - 


they bought 


them! because Tow 
Displaymen Know Fashion 
and Demand Value! 


“ al 


Call or write your exclusive Korrect-Way distributor 
) for the new Beau Monde Brochure featuring the 
A te complete La Femme Naturelle Series 


created by KORRECT-WAY displays Division of American Fixture and Mfg. Co., St. Louis 3, Mo. 
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Interior Post Trim demonstrates the use of a new ‘Module 
ran Type’’ Deca Pole to provide a suspended back drop to set 
off and add interest to a mannequin. Screened daisy scroll is secured 
to the new ‘Module Type'' Deca Pole by means of card holders 
concealed in back 


Dramatic Ledge Trim with ali elements of the display supported by 
two new Module Type'’ Deca Poles. Batten brackets hold board 
securely at top sheives rest firmly on face plates mounted at 
various heights on the poles. Concealed card holders hold 

totem pole in place 


JULY, 1950 


Bamberger's Uses 


Robert McCorkle, Display Manager, Bamberger's, in Newark, N. J., has created 
these striking, dramatic interior displays with the new “Module Type” Deca Poles. 
He is enthusiastic about the versatility, flexibility, simplicity and practical economy 
of this dynamic new display prop. For him, the new “Module Type” Deca Pole 
has opened a whole new field of open display, solving suspension problems in such 
a way that dramatic, free-standing setups have been brought within easy budget 
range. He estimates that his new “Module Type” Deca Poles paid for themselves 
in the first installation by eliminating costly carpenter and painter time and the 
waste and cost of using lumber which could not be used over agcin. The new 
"Module Type” Deca Pole, being of strong carbon steel tube construction, can be 
used and reused an infinite number of times in an infinite number of disploys. 
And not only are the new “Module Type” Deca Poles cheaper to use initially, but 


A "'View-from-any-angle'’ Ledge Trim made possible by the use of new ‘Module 
Type’’ Deca Poles as supporting members. Note how spot lights are mounted on 
the poles with wire concealed inside the pole! A neat trick that you can 
Deca Poles 


do with 


ORDER A 
DECA POLE 
“STORE - TEST” 
SET 
TODAY! 





ISON-. 


2018 Washington Avenue 
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Deca Poles! 


they are, for size and weight, much more practical. A new “Module Type” Deca 
Pole, standing under compression between ceiling and floor, counter top or ledge, 
will support up to 400 pounds hanging weight easily and securely. The rubber 
capped ends of the pole prevent marring of floors, counter tops, ledges and ceiling 
wherever they are used. Once you use Deca Poles in your display department, 
you will find, as Mr. McCorkle did, that the new “Module Type” Deca Pole 
stimulates imagination, generates an enthusiasm for its use that will make you want 
to use Deca Poles in every display and at the same time, will effect some real 
economy for you in the construction and erection of displays. Act now to prove 
to yourself these facts about the new “Module Type" Deca Pole. Send today for 
our specially prepared “Deca Pole Store Test Set" described below. 


A Striking Aisle Trim at the entrance to Bamberger's dress 
department. Poster is held in place by card holders. Blurb ty, 
shelf rests on face plates mounted on the two new “"Module Type 
Deca Poles, easily supporting the weight of a mannequin 


Here's a "See-Worthy” Display in which a new “Module Type’ Deca 

Pole doubles as a mast and as a support for the sail, rigging and 
colorful pennants which form the background to set off 
the mannequin in this novel post treatment 


Bamberger's summer wash dress department. For simplicity and effectiveness, this 
splay is hard to beat. Consisting of but four elements including mannequin and platform 
each post trim can be erected in a matter of minutes 


é New "Module Type" Deca Poles provide striking backgrounds for post trims in 
' 


The best way to measure the value to you of the new “Module Type" Deca Pole 
is to 'store-test" it in your own display department. To help you do this, we have 
prepared, as a package unit, two Standard "Module Type’ Decca Poles with an 
assortment of accessory fittings sufficiently complete to enable you to fully explore 
the possibilities of these dramatic display props at a relatively small cost. The 
complete set consists of: 

2—MS-36—Standard “Module Type’ Deca Poles to accommodate 

ceiling heights from 31 in. to 12 ft. 6 in. Price, each 

2—MS-34-S—Card or Frame Holders. Price, per pair 

2—MS-35—Face Plates without Flange. Price, each 

2—MS-39—Face Plates with Flange. Price, each 

2—MS-33—Drapery Clips. Price, per dozen 

2—MS-38—Pole Clamps. Price, each 

2—MS-32—Batten Brackets. Price, each 

2—MS-3!—Picture Hooks. Price, per dozen 

Total 16 pieces, all in ice blue baked enamel finish. Price for the complete 


"Deca Pole Store-Test Set" 
$39.95 


F. O. B. ST. LOUIS 
To accommodate ceiling heights over 12 ft. 6 in., extra 30 in. modules 
are available at $2.75 each. 


WAGNER CO. 


St. Louis 3, Missouri 
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PHOTO-MURAL FABRIC 


THE BEST —a BACEGROUND 


FOR YOUR 


BACK-TO-SCHOOL 
FUR, FALL and 
WINTER DISPLAYS 


These complete window backgrounds 
now offered at only 


"ae am 


THE GREATEST VALUE IN DISPLAY 











Design No. 2 
WINTER SNOW SCENE 
In Cool Ice Blue 
Four Panels . . . . Complete, $44 


Prominent stores everywhere have been quick to grasp 
the powerful attention value of these beautiful scenic 
backgrounds. Now at the NEW REDUCED PRICE 
they are a better display value than ever. Write for 
pamphlet showing other scenes or Miniature Photo 
Murals on Fabric. 


Design No. 12 
COLLEGE CAMPUS — Back to School 
In shades of Green or Brown 


5 Panels . . . . . . «- « Complete, $55 








Design No. | 
RUSTIC WOODLAND SCENE 


In Shades of Green or Brown 
5 Panels . . . . . Complete, $55 





10 OTHER SCENES IN STOCK 
FOR IMMEDIATE DELIVERY 


Winter Wonderland With Brook, Nautical Summer 
Scene, Woodland With Brook, Tropical Beach Scene, 
Garden Scene, New York Skyline, Stoirway in Opera 
House (Paris), Arc de Triomphe (Paris), The 
Acropolis (Greece), Cherry Blossoms in Washington. 





ORDER DIRECT OR THROUGH YOUR 
FAVORITE JOBBER 


DECORATIVE DISPLAYS 


57-57 63d St. Maspeth, L. I., 
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Before You Invest... 
INVESTIGATE 


See the one and only Showcard MACHINE 


before you buy sign-making equipment 








® More signs per day, singles or multiples 
e Outstanding 20-year service record 
© Sweeping 5-year guarantee 


® Prices start at $145 complete 























Original of the above sign, produced on 
SHOWCARD MACHINE, required only 32 minutes. 
Duplicates require only seconds more. 
SHOWCARD MACHINE Model B, recently rede- 
signed to provide an even greater measure of the 
convenience, speed and economy that has made 
Showcard Machine first choice of many of the 
world’s largest merchandisers. There are sizes for 
every requirement. 
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of Washington university in St. Louis. To 
Professor James A. Firth and Miss Jeanne 
McCammon of Washington university, and 
to Miss Jean Erwin and Mr. Darrell A. 
Landrum of the New York university staff, 
special thanks are due for the field work they 
conducted under difficult and demanding cir- 
cumstances. 

Here are a few facts to give you a quick 
idea of the scale of the overall effort and 
of the method of approach. From August 
1949 through February 1950, New York uni- 
versity School of Retailing sent research 
supervisors to the reserve city in each of the 
12 Federal Reserve districts. These cities 
have a total population of over 17,000,000. 

In each city we enlisted the cooperation 
of the visual merchandising and _ other 
executives of a well-known department store. 
With the help of these stores we set up 
studies of window and interior displays. 
We asked the stores to help us in three 
ways: First: To select, or to permit us to 
select, certain window display areas for 


Traffic-Readership and Sales 


[ is my pleasure to report to you briefly 
Sans of the highlights in the second study 

of the Visual Merchandising Research 
series ou know, we call this part of the 
research “The Traffic-Readership and Sales 
Study of Display” and my report will deal 
primarily with the three tactors of trafhe, 
readership, and sales results in window and 
interior display 

This research was made possible by the 
vision and the patience « the National 
Association of Display Industries and of its 
research committee, through the pioneering 
work of the “Pilot Study of Display” under 
taken in 1943. This research was made pos 
sible also through the cooperation of the 


visual merchandising executives of leading 


stores throughot he country and because 
of the willing cooperation of Dr. Charles 
an of the New York uni 

Retailing, and through the 

Department of Retailing 


ket Week 


traffic studies and analysis. Second: To 
provide displays of merchandise that would 
be unadvertised in any other medium during 
the period of the traffic studies, and third: 
To provide data on the sales performance 
of the merchandise for a period of three 
weeks covering (a) the week before the 
merchandise went on display; (b) the week 
during the merchandise display and (c) the 
week after the merchandise was removed 
from display 

By following this procedure we established 


—Top, this curtain display at Jordan Marsh, 
Boston, had a median readership among 
women of 53 per cent. Directly above, 
this display at Macy's, New York City, had a 
feminine readership median of 80 per cent. 

Left, the woman median readership of 
this display at Wanamaker's, Philadelphia, was 

44 per cent— 
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a framework that makes the study results 
especially significant, because: 

(1) All of the window displays were typi- 
cal of each store’s policies and procedures 
— except, perhaps, for the showing of un- 
advertised merchandise. 

(2) None of the window displays were 
especially planned, designed, or installed for 
the purposes of this study. 

(3) Therefore, the research was conducted 
under conditions that really may be described 
as “normal”, 

The results, therefore, reflect the function- 
ing of display in its daily role as a sales 
promotion medium. 

We employed 86 research workers to count, 
to record, to classify and to analyze the 
specific behavior of the sidewalk pedestrian 
traffic exposed to the selected window dis- 
play areas. Upon completion of the study 
in each city, the cooperating store received 
a report of the traffic and readership of its 
window displays. 

What do these reports on the traffic, the 


t . | By PROFESSOR HOWARD COWEE 
U y | S p a y School of Retailing, New York University, New York City 


visual merchandising as the medium of sales 
promotion that appeals to the eyes of the 
people passing store window and interior 
displays. The objective of visual merchan- 
dising is to speed the sale of more goods to 
more people and to reduce selling costs 

What makes visual merchandising impor 
tant? Visual merchandising 1s important 
because of the people who read, who remem- 
ber, and who buy from the visual presenta 
tions of merchandise in retail store windows 
and interior displays. 

Therefore, the Visual Merchandising Re- 
search series studied people 

We selected markets where over 17,000,000 
people live and buy the things they need to 





live 

Our 86 research workers kept their traffic 
counting clocks clicking as over 6,215,000 
people circulated through the sidewalk areas 
faced by specific window displays 





Our detailed records cover the carefully 


[Continued on next page] 





readership, and the sales of window and 
interior displays show? How does display 
rate as a sales promotion medium? Are 
the results important to you as visual mer- 
chandisers? How can the results be put to 
work to improve our effectiveness ? 

Let’s answer these four questions and 
more. Let's start at the very beginning by 
defining what we are talking about. What 
is visual merchandising ? 

The NADI research committee defines 


—A median readership of 72 per cent was 
registered for this display at the top of the 
page; it is from Halle Brothers, Cleveland. 
(All median readership mentioned deals with 
feminine passersby; medians for men will be 
found in the article.) . . . Center, from 
Miller & Rhoads, Richmond, this display hod 
a median readership of 19 per cent... . 
Right, from Rich's, Richmond, this window had 
a median of 30 per cont— 
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—Mandel Brothers, Chicago, registered oa 
median readership of 44 per cent for the dis- 
play at the right. . . . Center, from Famous- 
Barr, St. Louis, with a median of 45 per cent. 

. Below, this display ot Donaldson's, Min- 
neopolis, had a median of 58 per cent— 


f 


observed and classified behavior of over 


1,291,000 men and women over 12 years of 
I 


age. We have, indeed, if not the largest 
surely one of the largest marketing re¢ 
search samples ever gathered 

But the king-size of this sample is no 
indication of quality simply by virtue of its 
size Therefore, let's look quickly at the 
quality of the data with which we work 
How was it gathered What care was 
exercised 

You will recall this diagram (shown in 
slide form) from the ‘Pilot Study of 
Display It shows the basic method em 
ployed in the traffic counting procedure ot 
the Visual Merchandising Research series 


You will recall that we observe t 
of people at the time and at the place where 


e actions 
action occur We do not ask questions 
ule We do not seek opinions We 
ask peopl he } have done 
intend 
spot 
method of studying 


l man counts passers any 
enters the limits of the side 
faced by the display is counted 
Passers represent the circula 
indow display and of interior 
o, 2 man counts lookers coming 
direction, while the N } 
lookers coming from. the 
looker is defined as any 
look at the display. Since 
not follow the eve movement 
passers-by, some of those who glance at 
or observe the display are, of course, un 
counted Iheretore, the looker figure 
which is our basic indicator of reader in 
terest in window display always tends to 
be understated and not to be overstated. In 
short, our reader percentages, based on 
lookers are conservative statements of actual 
behavior and are not based on statements 
suppositions rr projections 
3. The fourth man counts stoppers, Stop 
pers are defined as those who come to a halt 
tor an estimated five seconds or longer for 
prolonged look at the display Stoppers are 
more important in interior display than in 
window display because they give the sales 
person an opportunity to approach the cus 


pen or to ci a sake 


tome 

It this detailed shion, then, that 

in 1,291 

OOO men and women who were part of the 
more than 6,215,000 people exposed to the 
57 window displays covered in “The Trafti 
Readership and Sales Study of Display 

What does this 12-ci 

rbout window 
hun 
ours ¢t 

ypen tor business 
pportunyty to add 
than 6,215,000 people 


Compare ‘ t 
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—At the left, from Emery, Bird, Thayer's, 
Kansas City, with a median readership of 41 
per cent. . . . Center, from Sanger Brothers, 
Dallas, with a median of 54 per cent... . Be- 
low, a display from The White House, San 
Francisco, with ao median of 7! per cent— 


magazine, or with Saturday Evening Post, 
both noted for their circulation 

When you reflect on the cost of advertising 
in such national media, is it any wondet 
that the manufacturers who supply retailers 
drive so hard to make national advertising 
effective at the point-of-sale Rather, I 
should think, there is cause to wonder that 
some retailers do not value their own me 
dium of window display higher than they do 

This study reveals that 67 per cent of the 
people exposed to window displays are 
women. I think we all admit that women 
are the family purchasing agents. They may 
carry out the buying decisions made in part 
by others, but since women spend the bulk 
of the money they represent the most de- 
sirable circulation and presumably the most 
sought-atter audience 

Here is the breakdown by cities of the 


sidewalk pedestrian trafhe exposed to 4 
window displays under typical conditions 
On the average, seven out of every ten people 
exposed to these displays are women The 
percentage, of course, varies by cities. I 
can think of no national advertising mediun 
with the possible exception of some women's 
magazines, and [| can think of no local 
advertising medium, with the possible ex 
eption of unusual day-time radio programs, 
that so consistently offers such a large 
wudience of women. Unhke any other sales 
promotion medium, of course, display alone 
ffers this audience of women right at of 
near the poimt-ot-sale! 
The study shows that both men and women 
all of the window displays covered 


n the research. In other words, no window 


lisplay addressed its message exclusively 


to men or exclusively to women The study 
shows that men have a lively interest in 
women’s fashions, in merchandise for the 
home, as well as merchandise for themselves 

In the “Pilot Study of Display” we em 
phasized that circulation, by itself, is vir 
tually meaningless The value of any sales 
promotion medium lies in the impact on the 
audience it addresses. The question is how 
many of the people counted in the circulation 
of the medium are attracted to the message 
that the advertiser seeks to deliver about 
the merchandise that is offered for sale 

Of what benefit is a circulation in the 
thousands or hundreds of thousands if the 
advertiser's message becomes a pipsqueak in 
the clamor of the editorial or entertainment 
content that competes for the attention and 
the interest of the prospecive purchaser? 

Obviously, because of its fixed location, 
window display can not reach out and com 
pete on a circulation basis with some few 
sales promotion media. But when display is 
compared with other sales promotion media 
on the interest that its audience expresses in 
the advertised message, window display com 
pares more favorably with other sales pro 
motion media 

Let me demonstrate this point. Here is a 
photograph oi one of the Broadway window 
display areas of Macy's, New York City 

[Continued on page 72] 
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—Total department store and specialty store 

expenditures for all forms of publicity ad- 

vanced from 3.9 per cent of sales in 1948 to 
4.2 per cent of sales in 1949— 


shall be made to this sub-function for any 
items of fixed plant and equipment costs.” 

Display expenses are broken down into 
general groupings, namely, payroli for display 
managers and their assistants, for sign writers, 
for miscellaneous, which includes construc- 
tion, erection and removal of spevial displays, 
as well as payroll for maintaining display 
forms, stands, and fixtures; supplies includ- 
ing hire and repairs, except payroll — this 
account is credited with returns from sales 
of supplies; unclassified, including sign writ- 
ing done outside, all display expenses not 
chargeable to other natural divisions; and 
out-of-town travel. 

For comparison of display versus adver- 
tising, on specialty stores with annual sales 
amounting to over one million dollars: 


Display Budgets 


ATA in the 1950 edition of the “De 

partmenta] Merchandising and Operat 

ing Kesults of Department Stores and 
Specialty Stores” published May 29th by the 
Controllers’ Congress of the National Retail 
Dry Goods Association shows department and 
specialty stores retained less of the consumer 
dollar in 1949 than 1948, 
due to a general trend of increased operating 
Total public:'ty expenditures, which 


during the year 
expense 
include display, have advanced to 4.2 per cent 
1949 from cent for 1948, 
Analysis of Publicity Ex 


of sales for 3.9 per 
according to the 
penses included in this year’s report 

This, the twenty-fifth consecutive such re 
NRDGA _ Controllers’ Congress, 
from data submitted by 400 
an aggregate annual sales of ap 
billion dollars. Usually the 


port by the 
is compiled over 
stores with 
proximately four 
analysis is published separately 

For the second consecutive year, the largest 
publicity ex 
Only 
other 


merease tor any one item ot 


pense has been that of newspaper costs 


moderate changes were observed in 


advertising media 
The publicity dollar for 


expense depart 


NEWSPAPER 





By CLARA BALDWIN 


ment stores with an annual sale of over one 
million dollars breaks down as follows: 
1949 1948 
Newspaper space 54 53 
Sales promotion payroll 
(except display) 09 09 
Potal display (including payroll) .15 15 
Direct mail (except payroll) 03 04 
Radio (except payroll) 03 03 
Other advertising media 06 06 
Supplies and other expenses 10 10 
Similar breakdown for specialty stores of 
over one million dollars annual sales is: 
1949 1948 
Newspaper space a 56 
Sales promotion payroll 
(except, display) 09 10 
Total display (including payroll) .16 16 
Direct mail (except payroll)  .04 05 
Radio (except payroll) O1 01 
(ther advertising media .06 OS 
Supplies and other expenses — .07 07 
Explanatory note on display in the analysis 
“Under this sub-function§ shall be 
expenses of windows, interior and 
No direct charge 


states 
charged 
exterior display, and signs. 


NEWSPAPER 


DISPLAY 
1949 
Payroll 
Supplies, miscl., unclassified .30% 
68% 
ADVERTISING 
1949 


52% 


Total 


1948 

Payroll 45% 

Art work, space, 

supplies, etc 3.08% 3.29% 

Total 3.60% 3.74% 

On department stores, with sales of over 
one million: 

DISPLAY 

1948 

28% 

29% 


1949 
30% 
30% 


Payroll 

Supplies, unclassified, miscl. 

60% 57% 

ADVERTISING 
38% 


Total 
Payroll 36% 
Art work, space, 


supplies, ete. 2.59% 


2.41% 
Total 2.97% 2.77% 

Of the display payroll item on this last 
grouping, the manager and his assistants re- 
ceived .26 per cent in 1949 as against .23 per 
cent in 1948. 

These figures indicate averages. Appar- 
ently no hard and fast rule can be applied 
for formulating display budgets, though in 
general practice some sort of budget is ap- 
portioned to the display department in most 
companies. No two programs will be identi- 
cal, as must vary to fit the needs 
peculiar to the individual organization in 
which it functions 

In the case of one large 


each 


New York de- 

—The publicity expense dollar for department 

stores in the million dollar volume and over 

group during 1948 (left chart) and 1949 was 
broken down as shown here— 
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—During 1948-49 specialty stores doing over 
one million dollars volume annually split their 
publicity dollar as shown in the pie-charts. 


1949 is at the extreme right— NEWSPAPER NEWSPAPER 
partment store, the display budget is a part SPACE SPACE 


of the overall allotment scheduled for pro- 
motion work generally. The overall allot- 
ment is divided into five separate parts, one 
each for the operating expense of the five 
different divisions which go to make up the 
complete promotion picture of that company 

namely, public relations, advertising, pub- 
licity, window display, and interior display. 
It will be noted that window and interior 
displays are treated as two separate divisions. 
Each of those five divisions operates inde- 
pendently, but all are coordinated. 

On the basis of the year’s program, in this 





38 and the breakdown is determined accordingly 





36 Another New York City department store 
operates with a six months’ display budget. 

34 The figure there is determined by means of 
the set formula of percentages of gross sales 

32 to be used for display according to the 
30 method worked out by the Associated Mer- 
chandising Corporation, of which this store 


238 6 , is a member, though the percentage set aside 





























for display within the company is usually a 
little more than the exact figure as derived 
by the AMC formula. Even after the figure 
is determined, however, it is not adhered toe 
rigidly since extra funds may be alloted for 
display in the event some special program is 
being planned. 
The amount set aside for display is then 
broken down for the two divisions, interior 
DISPL AY 8) IN) PLAY and window, with equal portions set aside 
for each. That particular company considers 
Ss VU P PLI i) S uP P LI ES both interior and window display to be equally 
important to the store’s operation. 


As to the handling of that budget within 


DISPLAY DISPLAY Unclassified, Unclassified, the department, it is left for the display di- 
PAY ROLL PAY ROLL & Misel. 4 Miscl. rector himself to determine his overall pro- 


gram. If he has some special project in 


1948 1949 1948 1949 {Continued on foe 63 


particular store, the overall figure is appor 38 
tioned to include salaries for non-executive 
personne] as well as all other expenses relative 36 
to the functioning of the department. How- 34 
ever, on the specific six-months’ working 
schedule to be used during that period for 32 
operating expenses, no salaries are included 30 
unless extra help is necessary for assistance 
in the department during that particular time 28 
interval. The display apportionments are 
further broken down to cover general upkeep 
and replacement, as well as for new fixtures, 
































mannequins, et cetera. 

Also, the whole program must take into 
account whatever special plans there are to 
be carried out during that period such as 
the opening of any new shops scheduled 


DISPLAY 
—Among department stores in the over one 
million volume classification, display pay roll SUPPLI 3 S S 1) Pp PLI E $ 


sogie = i FO conmunbtsdle paseeing 

om as seen in the pre above. . : “Right. DISPLAY DIS PLAY Unclassified, Unclassified, 
roy jl cece own ar tome ocr PAN ROLL PAY ROLL «= & Miscl. «= Mis. 
avons Se allen as et at oe 1948 1949 1948 1949 
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Display Is Different At The 


uld expect display to be a bit 


NE we 
different at the Bon Marche 
Northgate is dif 
rated the 


and it 


ferent It has beer nation’s most 
planned suburban shop 
situated north of 
takes in 50 acres and is 
$3,000,000 Bon Marche de 


stores 


thrilling and wisely 
ping center, It is 
Seattle, Washington 


composed of the 


just 


partment store 
theatre 
gate project 

The Bon 


no parking 


and 80 smaller a motion 


picture North 


and a bank. The 
$14.000.000 
Marche and the 


problems as 


entire 
cost 
other 
there 
square feet of paved parking space 
room for 4,000 cars 
\ Miracle 
through the 
blocks 

Foot pt ct 
chiefly to the 275,000 people who live 
mile radius of N« 


adjacent t 
Mall for foot 


center of the project 


trons 


traft 


traffic is limited as the 


rthgate, and t 


North End at 


a hve 
who are building homes in the 


an unprecedented speed 


Northgate 


use private cars for transportation and there 
is good bus service for those who travel on 
busses. However, there are none of the usual 
crowds passing by the store, window shopping 
as they go 

And so there are no conventional window 
displays and no vestibules at the Bon Marche 
Northgate. Customers 
windows and far 


can see through th 
into the 


divisions or 


huge store; there 
backdrops to the 
windows to 
depart ment, 


installing 25 of 


are no. side 


displays ‘nside the obstruct the 
view 


respx 


Che display however, is 


msible for these outside 


—Upper left, along Miracle Mall in North- 
gate, showing some of the exterior display 
problems of the Bon Marche staff... . Upper 
right, aisles are curved for better traffic 
flow; many of the case displays are handled 
by the display department. Lower left, 
the column post case in the cosmetics depart- 
ment is back 8 feet from the visual front... . 
Lower right, shadow-boxes ore used 
extensively— 


windows, as well as 14 shadow-box windows 
It also must handle various types of interior 
displays on the three levels, taking care of all 
settings and department treatments. On the 
furniture windows 
and an equal number of yardage displayers, and 
one large displayer for rugs. On the middle level 


lower level there are five 


there are a dozen platforms 
men’s department, three in the 
section), and some 25 
them ‘a the 


(nine in the 
women's wear 


display cases, most of 
women's accessories department 
On the 


tab! s 


upper level are nine platforms, five 
ledges which the display de 
prepare There 


displays throughout the 


and two 
partment must are all 


three 


sorts 
ot spot 
store 


Displays and 


hand 


story 


store fixturing go hand 1 


For instance, in the men’s departmer 
window, then 
bins all built 
with the idea of working in the displays with 
the store fixtures. Ir 


there is the long plate glass 


ledges, then the merchandise 


ready-to-wear there is 


a display window, with something of a back- 
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Bon Marche-Northgate 


well as the 
On the middle level, in 
accessories he may put displays in cases in 


ground between the sections within the de 
partment, with ledges and table 
(mannequins ) The mannequins on_ the 
raised platforms with suitable backdrops set 
off the sections within a department. There 
inasmuch 


displays 


is an unusual lighting arrangeme? 
as the lights are suspended from the ceiling 
through a fixed canopy over the raised plat- 
form 

The furniture-rug-drapery section has built 
store hixtures 
Chairs, 
well as 


in displayers as part of the 


own unusual lighting 


a lighted lamp on it, as 


with its 
table with 
the drapes and rugs are hung from the fix 
tures to form the display with a birds 
eve view effect 

Clarence Nickolson, the display 
of the Bon Marche-Northgate, must keep i 
mind the new arrangement, fixtures, and so o 
when planning the display He must figure, 
umn 


manager 


post case m 


the cosmetic back 8 feet 
aT 


from the window, and thus the display will 


for instance, that the co 
department is set 





be viewed from the outside as 


inside of the store. 
sections but he doesn’t use most of 
except those in yard 


certain 
the ledges for displ: 
age which face the windows for fear of 
blocking out the view. 

“No lost space” 
the interior designing of the Bon 
Northgate. “Let the 
chandise display it well.’ 


behind 
Marche 


customer see the mer 


is the philosophy 


In order to display the merchandise to best 


advantage spotlights are used in the windows 


~-Mannequins on raised platforms set off sec- 
tions within a department. Upper right, 
sections are also established in the men's 
wear department. . . . Lower left, displays are 
made part and parcel of store fixturing: note 
the stylized architectural montage surrounding 
the shadow-box setting. . . . Lower right, the 
furniture-rug-drapery section has built-in dis- 
players as part of the store fixturing— 


By HOWARD E. JACKSON 


and fluorescent lighting in the cases 

Mr. Nickolson, who has been for 17 years 
in the display department of the Seattle Bon 
Marche store, meets twice a week with Mr 
Harold McLaren, display director, for in- 
formal conferences on themes for promotion, 
and for timing so that promotions at both 
stores will break at the same time. The dis 
plays are planned about a week in advance, 
and changed once every two weeks except for 
special promotions when they are changed 
more often 

Mr. Nickolson must also work with Frank 
Millarde, display 
Seattle store, who is in charge of routing the 
various props Large props are made at the 
main store and sent to the suburban 
smaller stuff is turned out in the display shop 
of the Northgate store. There is an under 
ground tunnel for all deliveries underneath 
the Northgate Mall a feature adapted from 
the Beverly-Crenshaw project in Los Angeles 


assistant manager at the 


store 


[Continued on page 84) 





—Earl W. Gasthoff, 
president of the Na- 
tional Association of 
Display Industries— 


DISPLAY WORLD 


Complaints of lack of buying, heard so 
frequently from some exhibitors at recent 
shows, were noticeably lacking at the one 
just finished. Further evidence of the suc- 
cess of the Market Week was obtained by a 
DISPLAY WORLD survey by mail of all 
exhibitors immediately after the affair, by 
far the majority of them reporting buying 
“excellent” or “good”; about one third said 
their sales had been “fair”. Sales increases 
over the summer Market Week of 1949 were 
reported by most, some such increases being 
as much as 200 per cent. The chart gives 
the result of the survey in detail. 

John Bowman, managing director of the 
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two years and which has been conducted 
under the direction of Professor Howard 
Cowee, School of Retailing, New York 
university. It was also decided to change 
the association’s by-laws so that two-fifths 
of the membership constitutes a quorum in- 
stead of the former two-thirds, and to in- 
crease the board of directors from nine to 
fourteen. Members of the board are as fol- 
lows, headed by L. J. Charrot: 

From New York City, Sylvan Freund, 
Decorative Plant Corporation; Ralph Adler, 
D. G. Williams, Inc.; Albert Bliss, Bliss 
Display Corporation; from Chicago, George 
Silvestri, Silvestri Art Mfg. Company; Phil 


Successful Market Week Seen 
As Up-Turn For Field 


N a decided note of optimism the 

@ a summer Display Market Week 
of the National Association of Dis 

an end on June 29 

after the successful five-day show in 
years. More than 100 firms, 
bers of the NADI, exhibited their 
on three floors, the ballroom, and portions of 
floor at the Hotel New Yorker, 
City, local 
displayed 


play Industries came to 
most 
several mem 


products 


still another 
New York 
companies 
their 
timism 


number of 
merchandise in 


while a 
their 
The 
shared by 
alike, 


recent 


feeling of op 
displayman and 
both noting the 


own showrooms 
seemed 
display manufacturer 


increase in buying over years and 


construing it as an indication that the long 
awaited up-turn in this field is at hand 
Displaymen commented freely on the fact 
that, with few exceptions, prices seemed well 
in line with their budgets and that there was 
a selection of materials and equip 
They 


more ot 


from which to choose also 


out that quality and des 
improved at 


ment 
ign in many 
this 


pointed 


cases seemed definitely 


showing 


NADI, listed a total attendance of 2,109 up 
to 10 of the closing day. This figure 
was up of 1,201 displaymen, 476 job- 
432 exhibitors and their repre- 


a.m 
made 
and 
sentatives 
At a short meeting of NADI members on 
June 25th the annual election of officers was 
held, with Earl W. Gasthoff, head of the 
firm of that name in Danville, IL, named 
president. He succeeds Lawrence J. Char- 
rot, L. J. Charrot Company, New York 
City, who held the position during the past 
two and now becomes chairman of 
the board of directors. Also were 
the following: First vice-president, I. T. 
Vierheller, Garrison-Wagner Company, St. 
Louis; second vice-president, Carmen 
(“Gus”) Barrango, C. Barrango Company, 
San Francisco; secretary, Warren Gallagher, 
Disbrow & Co., New York City; treas- 
urer, Richard J. Adler, Adler-Jones Com- 
pany, Chicago. 

It was voted to furnish $4,000 for a con- 
tinuation of the display program 
which the NADI has supported for the past 


bers, 


years 
elected 


Coy 


research 


A. Goldberg, Schack’s, Inc.; W. L. Stens- 
gaard, W. L. Stensgaard & Associates; from 
St. Louis, Alvin Mendle, American Fixture 
& Mfg. Company; from Bronson, Mich. 
Trowbridge H. Stanley, L. A. Darling Com- 
pany. Officers of the NADI are also mem- 
bers of the board. 

Albert Bliss, head of the NADI research 
committee, reported on the second study in 
the series, ‘ 

The week of July 8th was chosen for the 
1951 summer Market Week; it will be held 
in Chicago. Due to advance reservations by 
other organizations at that time it will be 
impossible to secure hotel space for a joint 
showing by NADI members, and accordingly 
space has been taken at Navy Pier. Ac- 
cording to Bowman, the cost will be much 
less to the exhibitors than if a hotel were 
used. The Hotel Sherman has been selected 
as the official headquarters for visiting dis- 
playmen, jobbers and exhibitors. A total area 
of 150,000 square feet will be available in 
the North Hall of the pier. Standard booth 
size is 20 by 20 feet. 

Highlight of the show just concluded was 
an address given by Professor Cowee before 
several hundred in the Grand Ballroom of 
the Hotel Statler on the afternoon of June 
27th, discussing the traffic-readership and 
study of covered by the 
second portion of the NADI research pro- 
His complete presentation appears 
elsewhere in this issue 


sales display as 


gram 


talk, Presi- 
dent Gasthoff introduced Nathan Silverblatt, 
manager of DISPLAY WORLD, who pre- 
sented a plaque to the NADI for the splendid 
work it has done in aiding display research. 
Silverblatt said, in part 

“In recognition of the foresight of the 
association in prosecuting this great research 
program and for the results achieved, it is a 
thrilling pleasure and a deserving tribute for 


DISPLAY WORLD to present through Mr. 


Preceding Professor Cowee's 


—On the left is Albert Bliss, chairman of the 

NADI research committee, accepting from 

Nathan = Silverblatt, manager, DISPLAY 

WORLD, the plaque presented by the pub- 

lication to the association for its splendid 
work in display research— 
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Albert Bliss, chairman of the research com- 
mittee, to the NADI this plaque inscribed 
as follows: 

“Presented to the National 
of Display Industries in recognition of its 
continuing display research program and its 
accomplishment in advancing the status of 
display.’ 

“May this plaque prove an inspiration for 
further work to build an even greater 
structure of display knowledge upon the firm 
foundation which you have just completed.” 

In accepting the plaque, Bliss said: 

“The entire membership of the National 
Association of Display Industries is indeed 
proud to accept this unique cormmendation 
for its efforts in the field of visual mer- 
chandising research. By bestowing this 
honor upon the association at large, DIS- 
PLAY WORLD has not only focused atten- 
tion on those who have made these studies 
possible; it has dramatically stinsulated and 
encouraged them to continue in their work 

“We accept this recognition with sincere 
modesty. Sincere, because we know that 
without the generous support of ‘the display 
directors and management of 
participating in these studies, we could not 
have achieved our good objectives. 

“On behalf of the 127 members of the 
NADI we thank you, Mr. Silverblatt, not 
only for this coveted honor, but for the 
constant and complete coverage have 
given our research efforts in widely 
read columns. 

“In a few moments you will hear and see 
the results of our 1950 studies 

“In brief, these studies hope to establish 
a yardstick by which retailers can measure 
the selling potential of their 
well as the readership expectancy of their 
sidewalk circulation opportunity They 
hope to caution retailers against inhibiting 
visual merchandising effort during periods 
of intensified cost consciousness 

“Visual merchandising is of 
relative with all other sales promotion and 
publicity media, but the high readership and 
sales potential of visual merchandising as 
proved by this broad study indicates that it 
should not be the poor relation of the other 
media, particularly since it is the one pub- 
licity and sales promotion medium that per- 
forms at the point-of-sale and on which the 
other media must depend for their support. 

“The facts which lead to these conclusions 
are obviously most valuable to every retail- 
er, because they will help him to sell more 
more people, faster, at reduced 


Association 


those stores 


you 
your 


displays as 


course cor- 


goods to 
selling costs. 

“The complete report of these facts, which 
you wil! see and hear immediately have been 
published by Prentice-Hall under the title of 
NADI Visual Merchandising Research 
Series, Report No. 2. 

“It would be most unfitting to neglect to 
award a big slice of the recognition pie to 
the man who really 
did the job of piloting these studies, and 
writing and laying out this book, The 
NADI is most fortunate that this man has 
given us two of his enthusiasm and 
genius. 

“We issue a sigh of relief because he has 
just accepted the assignment te conduct an- 
other year of study on the ‘Selling Per- 
formance of Interior Display’, as laid out 
by the research committee.” 


— Professor Cowee 


years 
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BUSINESS 


Excellent 
Good 
Fair 
Poor 


More Business 
Same Business 
Less Business 





New York Display Market Week 


Business closed during the show as reported by exhibitors: 


Business closed in comparison with 1949 show: 


Percentages refer to number of reporting exhibitors. 


ANALYSIS 


29% 
38% 
30% 

3% 


48% 
11% 
11% 








Some of the highlight items from the 
products of each exhibitor at the Hotel New 
Yorker are listed in the following. For 
obvious reasons it is impossible to include 
who did not show at the hotel but 
their presentation to their~ local 
showrooms : 

In a Venetian Adler-Jones Com- 
pany, Chicago, showed decoratives, set-pieces 
and novelties. Included three-dimen 
sional series of scenes from children’s favorite 


those 
confined 


setting, 
was a 


stories; in shadow-box settings they showed 
“Beauty and the Beast’, “Hansel and 
Gretel”, “Sleeping Beauty”, White”, 
and others. Also shown were giant candles 
and candlesticks in mache, and a chandelier 
of Christmas ornaments 

Abacot Displays, Inc., 
A full line of display papers, 
“Quiltfoils”, and paper 
resembling brocade; stone and brick walls; 
rolls ; and 


“Snow 


Sedford Hills, N Y 
including 
embossed colored; 


corrugated seasonal die-cuts 
valances 

Claude D. Adams & Co., New Canaan, 
Conn, Traditional Christmas scenes in three 
Bell ringers in old-fashioned 
“Winkies” (elves), as Santa's 
same furnished 


dimensions 
costumes 
helpers; the 
for elevator operators, wrapping desk attend 
ants, and the like to carry out a store-wide 


costumes also 


theme 

Allied Display Materials, Inc., New 
City. Novelties in wire, including half 
round Christmas trees for columns, and a 
wire sleigh. Floral pieces of lace and base 
metal. Giant gift stocking 

Ankerum Mfg. Company, Philadelphia 
Fall and Christmas display papers. Giant 
metallic finish leaves. Metallic roping 
Associates, Philadelphia. 
Displayers made of wire and screening 
Three-dimensional snowflakes, stars, and 
similar pieces. “Christmas spheres” — large 
plastic balls, one side frosted and the other 
clear, or clear and in colors, 


York 


Arkow-Lewis 


as de sired 
Fixture Company, 
Functional fixtures of “Plexi 
glass, capable of 
“Multiple-height merchandiser” 


Arrow Decorating & 
Philadelphia 
glas”, oak 
adaptations 


and numerous 


merchandise 
adequately 


to hold transparent plastic 
trays and designed to display 
such items as blouses, lingerie, etc. in the 
minimum of space 

Arts & Flowers Displays, Inc., 
City. Small, medium and large 
ornaments of foil, made in the American 
zone of occupied Germany. Small (2-inch) 
metal bells for Christmas trees, kept chiming 
musically by a connection to regular AC 
current. English base metal garlands. Glass 
millinery either clear or metallic 
finish 

Associated Displays, Brooklyn 
pensive line of Santas in three dimensional 
mache. Large Christmas canes 
Seasonal novelties 

Austen Display, New York City. Honey- 
comb paper snowflakes and canes. Cut-out 
Wire snowflakes and 


Ne Ww York 
Christmas 


heads in 
Inex 


mache 


figures of Jack Frost 
Christmas ornaments 

William L. Baer Company, New York City 
Small (8-inch) Santas in full-round, with 
black costumes. Hand-decorated snowballs 
of Styrofoam Wire outline Christmas 
trees Ornaments, sprays and branches 
made up of Christmas tree balls and base 
metal 

C. Barrango 
Men's mannequins short or 
regular, with and faces. 
Completely flexible arms of metal, capable 
of bends and flexings said to be otherwise 
impossible; heads and arms interchangeable, 
sliding off or on a metal neck 
Smith Studios, New York City. A 
tall Christmas tree made entirely of close- 
packed holly leaves and berries, accompanied 
by children’s figures also made from holly 
leaves. “Magic Touch” fairy bends to touch 
a Christmas tree with her wand, whereupon 
the silver foil tree starts revolving. Enor- 
mous tassels of yarn strands with garland- 
ing of the same material between the tassels 
Spiral Christmas tree of wire covered with 
lace and ornaments 

sonafide Display & Decorative Company, 
New York City 


[Continued on page 56] 


San 
slim, 


Company, Francisco. 
~ stout, 


character bodies 


> 
29018 


Base metal Christmas tree 
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DISPLAY PAINT SHOP 
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—In this layout of a display paint shop, work 
flows in an even semi-circular path with a 
clock-wise motion— 


quitting time each day for cleanup. Thinner 
should be blown through the guns, the mix- 
ing table cleared, and the floors swept up 
with wet sawdust. 

By spray booth we mean esssentially some 
means of exhausting or washing the air 
contaminated by the fumes and air-dried 
paint dust from the spray gun. A powertful 
exhaust fan creates in addition a flow of 
air in the shop which speeds drying and 
contributes to the uniformity and smooth- 
ness of the result. The booth consists of 
sheet metal, so ar- 


panels, preferably of 
draft about the 


ranged as to confine the 
working area 

This working area should be a turntable 
(Fig. 3) if possible mounted on casters so 
that it may be removed for the substitution 
of large jobs or suspensions on wire hooks. 
The turntable pictured is being built with 


Display Spray Painting 


By’ ERNEST F. YOUNG 


Display Shop Supervisor, The Bon Marche, Seattle 


EATURES of an efficient spray 
ing plant will include those shown in 


paint 


Figure 1 
Work 
the case of the floor plan shown, in a semi 
le from left to right. If the trafic flow 


circie 
is controlled, jobs will less tendency 


should flow in a logical order; in 


have 


temporarily 
here should be a pro 
1 


property area ind a pre 


to get mislaid and abandoned 
missing deadlines 
tected 


tected ready-room 


mMmcominye 


Paints and equipment are confined so 


stumbling over patnt 


work 


floor on shelving or on the 


the crew won't be 


cans, hose lines, and Paints are up 
off the 
table in the 


the floor on the 


mixin 
mixing room. Jobs are up off 
turntable, saw-horses, o1 
wire hooks 
Finished work is protected from damage 
by involvement with half empty paint cans, 


wet brushes and “drift” of wet paint spray 


Fi6. 2 
SHELVES & DRIFT CURTAIN 


Dust curtains across the drying rack (Fig. 2 
It is a good plan 


and ready area will help 


to have work stopped 20 minutes 





















































FIG.- 4 FLOCKING 


q 
BOOTH WITH VACUUM COLLECTOR 


DRYING RACK WITH SLIDING 


be fore 


a removable top so that the lower level may 
be used for larger articles such as furniture 
surface is in this lower unit, 
eight roller skate wheels 
The top of the turntable 
covered with oilcloth or heavy 
periodic removal of the accumu- 


The bearing 
and consists of 
and a central pivot 
should be 
paper tor 
lated waste paint 


With the turntable, the job can be rotated 











Las 


SPRAY TURNTABLE WITH 
REMOVABLE EXTENSION 


FIG. 3 


and hit from all sides (not forgetting top 
and bottom) while the gun continues to shoot 
in the general direction of the exhaust open 
ings at the rear of the booth To keep the 
work off a wet turntable and to permit a 
uniform spray job all the way to the bottom 
work, tapered blocks are 
necessary as supports. A 2 by 2 is ripped 
for this purpose, on a diagonal (Fig. 5) 

It is a pleasure to watch a good man on a 
production job of composition board cutouts, 
a frequent grind. Not a motion is wasted, 
and with proper arrangement of the drying 
rack, The edges of 
the stack are hit rota- 


of the sides of the 


not a step is necessary 
first, in a. slow 


. 
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—Father's Day display at the Bon Marche, 

with totem poles sandblasted and painted as 

described in the article. . . . Center, pilings 

of cardboard tubes, textured in dry brush and 
shaded with the air brush— 


tion of the table. Then the surface of the 
top piece is shot from two angles in order 
to fill any depressed texture, as the table 
rotates through another half circle 

Air brushes range in capacity from foun- 
tain pen size for illustration and showcard 
work, to production model spray guns re- 
quiring 7% cubic feet of air a minute at 90 
pounds pressure to operate. The latter is 
recommended for the display paint shop 
Lighter home-workshop type equipment will 
work, for example, a 3% c.f.m. 30-pound 
double-diaphragm portable compressor, but 
will be a source of frustration when large 
areas or production quantities must be han- 
dled. The larger outSt can be reduced down 
and the fan narrowed for fine work, but the 
little spray from the light outfit can not be 
augmented. 

The operator must get t> know his gun 
and to use the adjustments. The fan of 
spray should range from none in other 
words a cone about the shape of a baseball 
bat—to a wide fan. The portien of paint 
to air in the mix will va:y in lacquers from 
light for a dry “toothy” finish to heavy 
The heavy cost with the lacquer drying on 
the work rather than in the air before it 
strikes, is for glossy results. An “orange 
peel” effect for mannequin refinishing is 
obtained with minimum thinner, minimum 
air, and minimum air pressure 

The water thinning paints are flowed on 
heavily enough to cover in one coat but not 
heavily enough to run, and with /little water 
addition. Here again the advantage oi the 


/ c.f.m. gun paint mixtures thick enou 


to clog a light gun may be used with 
excellent covering properties 

Paints for display use must’ be quick 
drying and not necessarily durable, unless 
for semi-permanent interior store use. They 
must be available in saturated or tinting 


colors Their slow drying eliminates the oil 


base paints except for specializetl jobs like 
rubbing over a lacquer for two-tone effects 
on open grained wood or raked plywood 
This leaves the water-thinning family and 
the lacquer family 

For durability and cleanness of finish 
lacquers are unexcelled and are a must tor 








ON ‘TURNTABLE 





132 WITH FINISH NAILS ¢ 


HOLES FOR MAGS PRINTING OF 
PEGS, BALLS - etc. 








WET SAWDUST 
PKS UP ouUSsT 


HOOKS o 
FIG. 5- CLEAN WORK 
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such specialized work as mannequin refin- 
ishing and for “high” finishes. The small 
display department, however, will find it 
difficult to obtain the necessary exhaust air 
lepartment 


permission to operate a full-fledged lacquer 


and safety equipment and fire 


painting plant 
We are left with the work-horse of the 
display paints: The water thinning caseins 
and oil-emulsion resins. For the saturation 
ed in display work, the “Kem 
"colors, the Texolite” deep 
Flite” tinting colors are ideal 
sed im ¢ 
three whit 1a straight 
sacrificed 


thinning pain ‘ on easily 
spray gun 10 to 20 
a soft sheen compare 
tempera for fine brush work, 
cleanly For a combination 
modeling and dry-brush tex 


included a photograph of a 


nucd on paye 85) 
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HAND TEXTURIZING 
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Chicago Displays Are V 


By SHIRLEY WARE 


and black 
favored subject in Chicago 
Although city blacks and 
had to standby for colorful 
back 


shadowy 


ALF way through summer 

remains the 

displays 
dark sheers have 
vacation and 
again in trost 
sheers lor 
dining. Its 


holiday wear, black is 


cooled cottons and 


traveling or terrace 


extended to 


vacation 
popularity has 
some of the newest 


black in 


beachwear where swim 


suits are fashioned of high con 
trast to the that 
the sands during the torrid weather 

But black is not the 
Reed Schlademan 


Fair, drew 


fluorescent colors animate 


only featured color 


display manager at The 


inspiration from an advertising 


poster for “Paradise Kittens shoes of 


The solo promotion (first 


pat ted 


ice-cream colors 


photograph) was set up as a bar 


display shelf of 


cream parlor chairs and a table 


rust-orange under a wall 
whit« Ice 
niche white picked 
the shoes while kit 


wood chip floor 


in a made by a screen 
up the pastel shades of 
and on 


tens on the green 


chairs reminded shoppers that the shoes were 
soft as little kittens 
Attention centered on 


at Carson 


living 
Pirie Scott & Co. where six 


was holiday 
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devoted to a collection of 


musts The 


windows were 


vacation display promotion 
direction of Clement Bradley, was 


Holiday 


living in various 


under the 


inspired by a_ recent issue of 
featuring holiday 
country. A blown-up poster of 
attached to an | 


blue 


magazine 
parts of the 


the magazine was shaped 


screen made of squares of sailcloth 


laced into red metal frames by white roping 
Copy was inscribed on one of the squares 
offer 


Badminton was 


the scene shown (second illustration) 

ing “New in Denim.’ 

the holiday fun for which the 

this selected but from 
} 


two fastened to the sky-blue 


Logic 
denims in 
setting aside 
shuttlecocks 


ind a center 


were 
wall mannequin posed as 


a court, there was no indication of the 
for which the 


mended Other 


vacation clothes 


were recom 
scenes featuring 


“White 
' 


beach wear,” “Batik print ensembles for your 


by Reed Schlademan, The Fair. 
. .. Upper right, by Clement Bradley, Carson 
Pirie Scott & Co. Lower left, by J. Bog- 
Goldblatt Brothers. 
Moss, Marshall 


—Upper left 


hosse, 
by John 


Lower right 
Field & Co— 


acation 





inded 


living,” ete were treated in the 
that the merckandis¢ 
typed A 
manner 
into the 
poster 
displayed 


holiday 
same 
not too 
outdoor 


manner so was 


definitely small 


furniture 


piece of 
in which 
picture. 


was the 
brought 
from the 


accessories 
\ different 
the selection of 


were 
color governed 
merchandise 
The next photograph is from a series of 
and white Goldblatt 
Brothers, paraded with a decor of startling 
brilliance The sea waves in the background 
painted in three 
air-brushed with white for high 

floor partly covered with 
banked in a mound at 
Back 


of the mound were coral-red and yellow palm 


black swim suits at 


were cut trom 
blues and 
lights The 


yellow 


plywood, 


was 
plastic sand, 


one side as a support for a mannequin 


\ white fishnet drapery filled in one 


ind on the 


eaves 


opposite side plywood 
strung on white 
a three-fold purpose .. to 


interest, 


strong colors were 
roping to serve 
add design vary the color scheme, 
nautical impression 
seen by the smoothest swim 


this 


augment the 
yea and be 
time ] 


fashions 
Locker’ 


and to 

side of Jones’ 
title colorful 
panorama that stretched out in five windows 


Davy 


was the given the 
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—Upper left, by Harry Myers, Bond's. : 

Upper right, by John Moss. . . . Center, by 

G. C. Bowen, H. C. Lytton & Co. . . . Below, 
by J. Boghosse— 


with identical props, executed by J. 
Boghosse, display manager. 

John Moss, director of design, did a bit 
of romancing for the big corner window of 
Marshall Field & Co., choosing for his title 
“Inspiration for a sonnet . .. the poetry of 
Mauve.” The scene was a bower on a white 
sandy beach; a fantastic touch was given it 
by using tones of mauve from the featured 
dresses for the poles constructing the bower, 
the background and small blotches of the 
floor left uncovered. Shadowy mauve veiled 
the bower and swatched a floor seat where 
two mannequins were posed, Oriental char- 
acter was introduced by a jeweled mask and 
old objects of brass art located inside the 
mystic retreat 

Black was coupled with stark white in 
four of Field’s windows that were outstand- 
ing examples of design and color contrast. 
In the series promoting black dresses for 
young Chicago, Moss achieved design in- 
terest by a panel painted in black and white 
diamonds, checks, etc. that cut off a portion 
of the view. The design motif was repeated 
on the background by pieces of sheer cloth 
fastened to white flats. In the photograph 
here the black cloth also decurated the 
crystal chandelier and a Victorian furniture 
grouping was cut from the material and 
applied flat as an element of lecoration 
The window was cut sharply in two sections 
by a white gravel and black floor 

Illinois’s parks, Iowa’s scenic spots, Wis- 
consin’s wonderlands and Indiana’s sand 
dunes were the subject of four windows in 
stalled by Harry Myers at Bond's for a 
promotion of resort wear. A map of the 
states covered with red burlap was cut from 
plywood and attached off center to a 4 by 8 
foot white panel, set against a sky-blue wall 
In the display pictured from the series the 
Wisconsin Dells and Door county resort 
areas are marked by two stars. Kodachrome 
scenes of Wisconsin’s wonderlands were 
mounted on the map. Vacation luggage in 
this setting was employed as merchandisers 
to bring a variety of play togs into the scene 

The pageantry of a circus was nicely han 
dled by G. C. Bowen, display manager for 
Henry C. Lytton & Co. without the blatant 
props that often defeat the purpose of the 
display. A miniature juggler was perform 
ing on a circus plateau of red felt and 
gold fringe while another juggled the letters 
of the “Delmar” cottons in colors that were 
repeated on the copy card, declaring that 
active and spectator sports are “more fun 
than a circus.” A center mannequin a 
white beach coat with buttons of gay yarn 
was posed on a trapeze. Boxes ot popcorn 
spilled on the floor for blurbs furthered the 
circus theme 

Gifts for Father’s Day replaced Goldblatt 
Brothers Mother's Day promotion in as many 
windows Amusing paper sculptured scenes 
announcing “At last Pop will be first” tied 
in with the feature card “A hearty toast 
to the genial gent. Gifts to make his leisure 
time well spent.” Fan palms sprayed sunny 
yellow were added to the Father's Day 
scenes to temper Chicago's hot weather days 


J. Boghosse is display manager 
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by sills ehring 


Display Designer and Consultant 
New York 


Arrangement: This fall fashion promotion consists 


of one definite unit. It is appealing and timely. 


Properties: A large pumpkin coach in the Cinder 
ella fashion creates an enchanting sett ng for the 
new evening gown which starts off the fall social 
season This should result in a very oclorful and 


eye-catching ai play. 


Arrangement: This fall | display consists 


?t many elements whi h ore mbined to form one 


Arrangement: Three units are noted in this college 
promotion window. It is simple in arrangement 


and carefully balanced. 


Properties: The display shows two young college 


students waiting for a train. The train track puts 
the idea over in a simple way. Luggage is shown 
along with copy card bearing caption: ‘College 
Bound". Seated mannequin displays college pen 


nant. Students wear smart back-to-school fashion: 


1950 
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COMING UP 


Arrangement: This men's fall display consists of 
three units well arranged, with a limited amount 


of merchandise. 


Properties: The harvest moon and hay stack herald 
the fall in this men's white shirt display. One shirt 
is displayed on a form and a select number of 
related accessories are pleasingly arranged. The 
ties are carefully selected for color accent. Copy 
card should emphasize quality, cut and material. 


Arrangement: Two units are noted in this men’s 
nylon shirt display. It is nicely balanced with a 
thought to neatness and good arrangement 


ideal for a small window. 


Properties: These W.D.W. (wash, dry and wear} 
nylon shirts are posed against a washboard and 
clothesline. Copy cardi should explain washability 


and point out the no-iron feature of the shirts. 


Arrangement: Men's top-coats are featured in this 
display which consists of three definite units de 


signed for o window of rectangular proportions. 


~ 


Properties: October is the time to point out the 
tyle angle in the merchandise you intend to 


feature for fall selling. Full length forms or man 


—— 


et A Sr ne ie 


nequins are used in this display to show off top-coat 


styles to a fashion advantage. This also offers ar 


= 


opportunity to display related accessories such as 


hats, gloves and mufflers. 
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New York Displays Make Strong Bid 


colors with orange 


URING the summer 
cone nm Ne \ ri} \ con 
tinued as ‘ escendo tor that 
ill-important end of Indepen 
dence Day 
Vacation clothes were quite 
lated worn when enjoying “freedom 


trom duty 


literally trans 


included everything tor the 
long anticip: ctivities and non-activities 
which could travel 
dress-up and ys tune 
stand the display picture wou 
seem to the creating of 
appearing 
settings 

\ promet ict 


by Dis y Director Sidney R 
Fifth Avenue to shov SFA 


Summer Shoe Spectrun 


yt tained | King Was 


was with the planking o1 
providing ample spac« 
tootwe 


lanwise 


play of colorful 
and there, the crossed boards 
ing an esplanade, wet wound 
cording tangerine 


open rectangular shaped boxes of 


were painted in alternate 
\ white hat and bag 


colors 0 
and tangerine 

were included as accessory notes 
With color that was brilliant yet cool, 
Walter display Gertz, 
Jamaica ated a setting that suggested the 
The white seam 


Spiro director of 
outsid a country store 

backwall was painted to resemble 

vith the center area showing 
iffee, te 
green and studding in white 
grapefruit and 


sugar, spices, ete, The 


real lemons, 
inent signs such as “Orange 
“Lemon, just 

“Lemon, 


hment” 
summer appeal” 
reshing’ “Grapetruit 
lesome” The shoppers wore 
—-Top, left, by Sidney Ring, Saks-Fifth Avenue. 
Upper right, by Walter Spiro, Gertz, Ja- 
Lower loft, by Cherles Lenhart, 
Arnold Constable's. Lower right, by Ed- 
ward von Castleberg, Bloomingdale'’s—({All 
photographs by courtesy of Virginia Roehl 

Studio, New York City)— 


maica 


dresses in the citrus 
appearing in some of the accessvries 

The papier mache ocer was business 
like in his white apron, pink shirt with white 
collar, red tie, checkered vest and spectacles ; 
while his friend sat on fruit crates instead 
of the customary cracker box 

A merrymaking atmosphere abounded in 
the Arnold Constable windows. when the 
“Get on the Carouse! of summer 


copy re ad 
The ele- 


fun with our newest playmates” 
gant white horse seemed even more proud 
with his decorations of gold satin ribbons 
and tassels, the latter applied with large 
sequins, and mane in light blue spun glass 
The top part of a carousel was depicted by 
Display Director Charles Lenhart in a white 
cutout with gold trim and ornamented with 
convex mirrors. The backwall was covered 
in skyblue seamless paper and the floor of 
the window was filled with wood chips in a 
deeper shade of blue 

The dramatic color combination of black 
and white was imaginatively handled by 
Display Director Edward von Castleberg in 
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By VIRGINIA ROEHL 


For Su mmer B USI ness Virginia Roehl Studio, New York City 


a series of six windows at Bloomingdale's 
when an old-fashioned barn yard served as 
the display setting. The frame of the chicken 
house was painted black, lightly touched 
with white streakings, and the insets of 
poultry netting were sprayed in black. 
Shredded white cellophane filled the floor 
in this area and bits of the ceilophane were 





hung over the framework arid wire. The 
well-fed chickens were in white papier mache 
with black feathers ¢s trim 

Black seamless paper, painted in white to 
appear as knotty pine, made the backwall 
and the floor was also in biack. Poultry 
netting, flocked in white,’ formed _ the 
millinery head in the foreground by the 

[Continued on page '61] 


—Top, left, by Winston Jones, Franklin Simon 

& Co... . Top, right, by Henry Callahan, 

Lord & Taylor. . . . Lower left, by John R. 

Foley, Macy's. . . . Lower right, by Louis 

Villela, Altman's. . . . Immediate right, by 
Gene Moore, Bonwit Teller— 
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—At the left, a display at Roger & Gallet 

for the Faubourg Saint Honore competition. 

.. » Right, a detail sketch of the main display 
at Hermes for the same event— 


window against a background of soft gray 
velvet. Dew done in clear plastic dripped 
from the fresh rose, each plastic dew-drop 
containing a bottle of perfume, 

Saint Germain des Pres is one of the lead- 
ing artistic centers in Paris today and cur- 
rently the great tourist center of the Left 
tank. The celebration there was dedicated 
to the anniversary of Balzac. Windows il- 
lustrated his plays and novels, his wide range 
of work furnishing plenty of inspiration. It 
Was interesting to note even restaurants like 
the famous Cafe Flore and Deux Magots 
suspending displays over their doors to do 
their part. In both cases they were executed 
to appear as facades 

The most spectacular effects were achieved 
through a use of painted perspective. Chairs, 
tables, floors and ceilings appeared in numer 


Paris Window Displays Tie In 


ISPLAY is the star attraction as a new ous windows, all in exaggerated perspective Similar windows were to be found in the 

season gets under way in Paris This served to lend an interesting feeling of Etoile area where the stories and’ plays of 
Themes range from roses to Balzac . . depth to the most shallow of windows. One Voltaire had been selected as the theme. 

Mand everything from spun sugar to flying design in a hatter’s shop was composed of But the most exciting series of: windows 

Dirds found its way into Paris windows squares with a vanishing point at right angles were those done for the annual ‘Faubourg 

= The “Quinzaine de La Rose” was the first. on the left and right of the door. One — Saint Honore competition. Here a theme is 

Mheme celebrated. For this event every store — section was devoted to women’s hats, the other — selected every year by the Faubourg Syndi- 

Gn town joins in a coordinated effort, as out to men's. In both cases hats were over one cate. (See DISPLAY WORLD. August 

Hined n previous issues ot DISPLAY hundred years old and formed a_ checker 1949) The selection this year was “Hom 

WORLD. The simple pink rose on a deep board pattern on the squares. mage a l’Amour”. The street was filled with 

mreen background is the poster that annually \ most amusing window was a dance scene enough hearts and cupids to melt the heart 

fAnnounces this city-wide promotion Phe made up of bottles dressed in the height of — of the most determined bachelor. The win- 

Windows were the finest in some years fashion Ihe bottles themselves were com ning window was by thrice-winner Yvonne 

mainly in view of the tremendous efforts that posed of chicken wire covered wth green de Bremmond d’Ars, the antique dealer. Here 

Bollowed in most quarter cellophane Another window illustrating the the love theme chosen was the balcony scene 

© The most effective display was created by empty social world that Balzac wrote about from “Romeo and Juliet”. Authentic cos 

a perfumer in Concorde area. Here a depicted this thought by illuminating the in tumes of the Renaissance cover. the tiny 

Brant rose was suspended in the middle of th terior of wire figures in full ball costume Juliet and her Romeo. The miniature palace 

§ is complete in every detail . . . the balcony 
bedroom furnishings and hangings 

even the rope ladder. Each detail is authen 

é tic from a_ period standpoint. The entire 

scene is set in a flowering garden 

\ lovely shoe display was achieved at 

Montcelair’s in illustrating the French proverb 

“Flowers at the feet of Love” The lifted 

skirt presents the idea of a beautiful woman 

descending from her coach. Rose petals were 

suspended about the window, beautifully set 

off against a black velvet background. A 

single spot picked up the slippersjand gave 

sparkle to the brilliants on the bu¢kles. The 

skirt was of a paie blue, and the} petticoats 





were white 
Rumplemeyer’s put its famous chef to work 


and the result was a “Temple of, Love” in 


white spun sugar. Tiny sugar swans sailed 
on a mirror lake, all placed on a grass setting 


—This was the winning display in the "“Hom- 


mage a |'Amour’” theme, as seen a‘ Yvonne 

de Bremmond D'Ars, three-time victér in the 

contest. The miniature palace is corhplete in 

every detail and the costumes of Romeo and 

Juliet ore reproductions of apparel from 
Renaissance days— 
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—The Leroy Watch Shop dedicated its com- 
peting displays to “Love of Time”; in the 
display at the right, Penelope is dwaiting the 
return of Ulysses. . . . Center, a display at 
Lancone’s. . . . Below, the upheld skirt suggests 
a beautiful lady descending from; her coach; 
theme of the window was “Flowers, at the feet 
of Love”. The display was at Montclair's— 


\ bake shop on the other side of the street 
depicted the baker bending over! a pan of 
heart-shaped cookies. Piles of cakes in the 
same shape filled the window The window 
floor and wall were constructed in ‘perspective, 
painted flat white. A central unit of cakes 
done with a woman's face hung: on a cord 
that stretched at an angle through the window 

A most successful window was the wedding 
departure this done by a hatter on the 
Faubourg \ section of an ancient train was 
set off at the side of the window. !The bride’s 
head, with a short veil blowing in an actual 
breeze, was at the train window The 


farewell group was represented as.a group of 


With Annual Fetes 


arms raised aloft with a hat iof the 1900 
period in each hand. Trees and bushes along 
the track completed the scene 

Hermes, the favorite of mahy interested 
in displays, did the best job from a display 
angle and a most imagitative job at 
that. Mme. Beaumel chose the “Love of 
Horses” as her theme. Two horses were 
shown seated in a great satin! shel] in the 
middle of a forest. The horses were made up 
in long, slender proportions, with thin, fine 
faces and graceful necks set off with lone 
flowing manes. The female horse’s mane 
was made up exceptionally full and wavy 
Jodies were covered in a moss+green velvet 
The waists and chests were cages of dowels 
covered with the same velvet and this further 
increased the suppleness and airy feeling cf 
the figures 30th were dresked in riding 
clothes. White plaster winged horses were 
suspended among the birch trees that filled 
the window 


The side windows at Hermes; were devoted 
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By PAUL ROTH 


to a horse race, with the jockeys and the heads 
of the spectators formed of shockproof 
watches. The bodies, in action lines, were 
made of wire, dressed in Hermes riding 
clothes 

Lanvin was inspired by the theme of 
“Mother Love.” This idea was carried out 
with a huge green cabbage (used by the 
French as a term of endearment). Dolls 
crawled in and out of the cabbage, while in 
the corner one poked about under a big leaf 
Rhinestone dew gave glitter to the entire unit 

The Leroy Watch shop dedicated its win 
dows to the “Love of Time.” The window 
theme was called “Love Conquers Time” and 
showed Penelope awaiting the return of 
Ulysses. A drape of gold silk was the only 
spark of color on the tiny white set \ 
handpainted frame in gold, black and white 
tied the picture together 

A fabric shop illustrated love as a metro 

[Continued on page 81) 
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get limitations set up as mentioned above. 

To begin with, the ceiling was high and 
in horrible condition, with many holes. The 
walls were cracked, poorly patched, and 
partly covered with broken and battered 
wallboard. The wall units started right at 
the door on either side, the wider cases 
being placed at the right side as one entered 
and thus preventing the door from opening 
completely. Wide hinges set at the outside 
of the cases held the case door4 and made 
it necessary to have each unit sé¢parated by 
8 inches from the next to permit the case 
doors to open. 

To patch up the ceiling would have been 
too expensive and fruitless to, boot. We 
decided instead to build a second ceiling, 
much lower than the original. By bringing 
the ceiling down lower we changed the pro- 
portions of the room and elirhinated the 
tall, narrow-shouldered impression. The 
ceiling was created by setting wide, rough 
boards in Venetian blind fashion ‘with spaces 
in between wide enough to let’ fluorescent 
light installed immediately above the boards 
shine through freely. 

Following our theory that an impression 


Case History Of An Unusual Layout 


By KIM HOFFMANN and STEPHEN HEIDRICH 


N January of this year DISPLAY 
WORLD ideas 
about long, narrow and small stores 

Will Krane, New York City, and his asso 

ciate read the article and called us in for 

assistance on a problem of design. They 
had just rented what we would probably 
be safe in calling the narrowest store in 

the city a mere 8 feet in width and 36 

feet long so far as selling space is con 


presented the authors’ 


cerned 
There was also a budget problem in- 


volved. They did not want to spend more 


Designers, New York City 


than $2,000 for remodeling, including the 
designers’ fee. They intended to open a 
carefree haberdashery store and hoped to 
use most of the existing shelving (the dilapi- 
dated premises had formerly housed a 
record shop). 

Though any designer, like any other per- 
son engaged in business, is interested in 
the more lucrative side of creative work 
we accepted the job mainly because it 
offered such an immense challenge to the 
imagination not forgetting the challenge 
of keeping the remodeling within the bud- 
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of greater width would be achieved by set- 
ting these boards diagonally to the room, 
we started improving the illusion of width. 
Parallel to these diagonal ceiling lines we 
laid linoleum — also diagonally — in wide 
strips of gray and yellow, alternating. 

Next we changed the hinges of the case 
doors, setting them inside of the cases; now 
the doors could be opened easily but no 
space between the cases was ‘needed and 
thus we gained three times 8 inches or 2 
feet in space—no inconsiderable amount ina 
store of this type. 

We placed the wider cases onthe opposite 
wall where they would not hinder the open- 
ing of the door and with the newly gained 
2 feet we pushed three narrow ¢ases on the 
opposite wall about 10 feet away from the 
door, thus creating a wider entrance space 
to which we gave the illusion Gf still more 
space simply by installing a large mirror 
on the wall onto which the doer opens. 

Opposite this mirror a curved platform 
now connects the display of the window 
with the storage walls. In step fashion, 
cases connect the window dispkay with the 
wall units in the store. The ‘side of the 
wall units serves as background for the 
window displays 

The mirror covers part of the badly dam- 
aged wall. It is framed by wide panels of 
roughly edged, sand-blasted Cahfornia pine. 
The soft wood has been sand-biasted away, 
while the harder veins remain as a “haut” 


—The difference between the “before and 
after" sketches is striking, but the designing of 
the store interior is the essence of this 
remodeling job. The complete description in 
the article reveals how good designers can 
overcome ingly impossi handicaps of 
physical structure and low burigets— 
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relief. The same wood was used to line peat the motif of the concave display near ror, and bright light make the store appear 

the display window and all other walls the window. more spacious 

around the cases. The backs of the cases In other words a lower ceiling, diagonal The cost of the store, not including the 

were covered with sheet-rock painted yellow bands in the floor and ceiling, a wide mir- designers’ fee, runs about as follows: 
Electricity $ 400.00 
Woodwork and linoleum 700.00 
Painter 150.00 
Mirror 60.00 
Drapes in back section 35.00 
Fixtures and tables 50.00 
Sign 10.00 
Display props 10.00 


Total $1,415.00 

At present the facade has not been 
changed, but for the next season the follow- 
ing alterations are suggested: The section 
between the top transom and the display 
window is to be eliminated. The display 
window itself is to be roofed with a heavy 
glass sheet which will be penetrated by the 
one carrier at the corner 

Light will be inserted into the ceiling of 
the facade, carrying the name of “Casual 
Aire”. The facade is to be covered with a 
fireproof wood 

\t the time of writing this, local news- 
papers have started carrying articles com- 
menting on this small store, emphasizing 
the importance of good design for even the 
smallest place of business and even if it 
must be done within the limitations of a 
strict budget 











and hiding the remainder of the ugly walls 

All wood was painted in driftwool gray 
the “haut” relief being painted ‘in a darker 
shade and the bas-relief painted in a lighter alia 
shade of gray, thereby producing a regular ‘ py os ‘ a a 
driftwood effect which is most suitable to ' so eeu 
the rugged character of this ‘new casual 
store which has been named ‘the “Casual 
Aire”. 

An ugly, heavy column at thd rear of the 
store was painted bright yellow; it stands 
out against the otherwise gray surroundings 
and adds a touch of life and interest to the 
back of the store. The ceiling) was painted 
white. Also the above-mentioned column 
was integrated into the design by giving it 
a function; we made it carry: convex dis- 
play shelves which in reversed fashion re 








—As seen in the diagram above, the store is 
only 8 feet wide with a selling orea 36 feet 
long. Shirts, socks, trunks, etc. are located 
along the right wall looking toward the front, 
with shoes, sport jackets, top coats and simi- 
lar merchandise along the left; office and 
fitting room are in the rear. ... The drawing 
above shows the inside, looking forward. . . . 
At the right, looking toward the rear of the 
store— 
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ool Displays For 


N interesting example of related selling 
A via display ts seen in the first tllus 
tration a window by Vern W 
Davis, Palace Clothing Kansas 


City, Mo. Here a ensemble of 
the cutt 


Companys 
complet 
ind hose is featured 


shirt links 


individual items 
instead of 


$2.50 or § ral ensembles are 


rather than aiming at 


a unit sale of $8.50 $3.95 $1.50 
shown 
frame against a 


Pastel 


one imecluded im pastel 


dark green backs neckweat 
harmonizes 


neck 


with pastel tabric used tor the 


tops form The whole effect 


and appealing 
by Vern Davis are 
displays pictured at the top of thi 


The second 


page 


features summer tormal wear 


with a rattan hanging unit and rattan chain 
background; 
tropical 
fabric 


the hang 
foliage Neck 
to match the 
maroon accessories shown with the 
In the 


stretched across the 
ing piece contains 
toppers are of maroon 
apparel 
large tropical 
made of 


third display above, 
ladder 
appropriate 

Note the 


summer 


leaves clamber up a wood 


and “Lucite” as an prop for 
tropical worsted suits interesting 
toppers 


form Phe 


neck made of matting in 


spiral card copy lists several 


—The three upper displays are by Vern W. 
Davis, Palace Clothing Company, Kansas City, 
Mo. . . . Lower left, Hochschild, Kohn & Co., 
Baltimore. . . . Lower right, by Dan Kaplan, 
Rothschild's, Kansas City— 
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ot Days 


features of the suits as well’as a= sales 
slogan 
Modern display tables and ptatforms are 


used to good effect in the window pictured 
at the lower left Phe 
Hochschild, Kohn & Co., 
There are 15 hats in the final display 
Kaplan, Rothschild’s, Kansas City, 


Mo and each is shown to excellent sell 


display is from 


Baltimore 
by Dan 


ing advantag< The vine spray was espe 

green leaves 
blue, and with 
hold a hat 


at intervals. The 


cially made, 
splattered 
neat little 
attached to the 
unit except that a bamboo post 
is used to hold the 
for the 


consisting ot 


with vellow and 


wire units made t 


vine small 
is the same 
vine and jirovide space 


sign. Cork covers the floor 
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MORE BRIGHT AND 
DULL SPOTS IN THE 
SAME SKEIN 


MORE VARIANCE 
YP 4 3 AND 
COLOR 


you can purchase our LUSTRE-HORSEHAIR with a brilliant lustre and 
uniform size and color . . . at prices no higher than what you have been 


paying heretofore. 


Prompt Deliveries . . . Liberal samples are yours for the asking along with our 
new color chart featuring the 16 color leaders for 1950. 


Write for COLOR CHART today! 


MAJESTIC RAYON CORPORATION 


19 
Specialists in horsehair and novelty yarns for the Display Trade since 30 


116 WEST 23rd STREET, NEW YORK CITY 11 
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ing machines, home heaters, and electric water 
heaters. 


To insure sales-building impact on the 
consumer, Norge links “Aye! Norge is the 
thrifty buy” theme with lovely models attired 
as Scots lassies in full Highland regalia — 
life size, on full-color lithographed card- 
board. One of the principal displays is 
blonde Pat Burrage as a dancer in a motion 
display, her right leg executing the basic 
kick of the Highland fling. She doubles as 
another form of display to call attention to 
individual items through the use of inter- 
changeable cards held in her right hand. 

Production of the Norge material was done 
with particular regard for authenticity of the 
Scots costumes used. Pat Burrage’s sporran 
is from the collection of Helen Virginia 
Meyers, famed fashion historian, and she is 
dressed in traditional McGregor clan tartan. 
The entire campaign was designed, litho- 
graphed and manufactured by Einson-Free 
man, Long Island City, N. Y. 


A new development in point-of-sale ad- 
vertising, marking the first time that a mo- 


. 
oint- -Oa 
ITH minature snow storms, swing tion message machine has been applied to 
ing baseball bats, typewriter carriages actual product animation, has been intro 


that go to and fro, and a host of duced by the Royal Typewriter Company in 
other forms of action, designers and pre its dealers’ display powered by “Flash-O- 
ducers are turning ever more frequently to Graph,” the illuminated moving message 
the use of motion in point-of-sale displays unit. The new display shows the actual type 
An example is the current display cam writer in action at the retail level while, 
paign for Norge, which firm has sent its simultaneously, “Flash-O-Graph’s” running 
dealers a full-color brochure on its 1950 sales messages underscore its performance 
‘Thrift Song” point-of-sale display program This latest application of product-in-use 
advising the dealers to “Put America’s most consists of a colorful cardboard display 
beautiful models in full color on your sales specially designed to house a “Flash-O- 
force.” Thrift is being stressed via display Graph” unit and function as a display stand 
for the entire Norge line of refrigerators, for the new Royal portablk 
home freezers, gas and electric ranges, wash Synchronized with the running messages, 


the typewriter’s carriage is made to ride 
back and forth by means of an attachment 
to the electric power take-off.: This smooth 
and swift action of the carriage makes for 
an eye-stopping, animated interpretation of 
the copy on the display’s | back panel: 


—At the upper left, by Einson-Freeman, Long 
Island City, N. Y. . The typewriter carriage 
moves back and forth, while a moving sales 
message is seen via “Flash-O-Graph”. . 
This counter unit has been called a complete 
hosiery department for the drug store; besides 
displaying the merchandise, it provides a stock 
compartment holding 126 pairs of hosiery. . . . 
: Left, the ball player's bat swings back and 
Ay forth; the display ties in with Goebdel's sponsor- 
ton" Detroit Tiger Games po ham ship of the radio and TV broadcasts of the 
— Detroit Tigers’ gomes— 
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—The Yale lock display is part of Yale & 
Towne's drive for additional mid-summer busi- 
ness. . . . Mary Martin's pert likeness looked 
out of 20,000 retail windows starting the 20th 
of June to herald a new drive for the benefit 
of “Rayve” home permanent. . . . A swirling 
snow storm goes on constantly behind the 
plastic face of the display unit for Admiral’s 
line of refrigerators— 


“Easiest Writing Portable,” and “World's 
Champion Speed.” 

The power take-off, 
animation possible, is 
O-Graph” in that it 
drive shaft that rotates the 
no auxiliary power source is required for 
any of the multiple functions of the unit 
The power take-off turns display lights on 
and off, actuates any accompanying display, 
and operates the product-display turntable, a 
feature of “Flash-O-Graph.” 

“Flash-O-Graph,” 
the New York Times electric 
sign, is an aluminum ; 


box 2 feet 
6 inches high by 3 wide 


makes the 
with “Flash- 
same 


which 
unique 
operates on the 
message tape; 


a small reproduction of 
news bulletin 
long by 


inches and weighs 


DISPLAY WORLD 


YALE 


PBOARD & 


RAWER 


FITS ANY CABINET 
OR DRAWER 


3 WAY COPROARD 
& DRAWER LOCK 


We 
9902 


PAWER LOCH 


Emphasis Is On Motion 


only 6 Ibs It contains a simple electric 
motor which rotates 
tape from right to left in front of a window. 
The “cold” light of an 8-watt slimline lamp 
shines through the perforations form 
the advertiser's and produces a 
bright and legible running message, without 
and visible both night and day 


self-contained 


an endless perforated 


which 
message, 


glare, 
Called a 
department for 


“complete, hosiery 


drug counters” ts the unit 
pictured next. It is not 
bines an illuminated display compartment and 
rear for 126 


three pairs 


animated, but com- 


sign with space in the 
pairs of or 42 
each, including a complete range of sizes and 
colors. This unit made 
Rexall Drug Company for its 
ture “Spuntex” hosiery. It was 


storage 
hosiery, boxes of 
was available by 
stores to fea 
designed by 


Los 


Associates, 
\dvertis nz 


Herbert H 
Angeles, and produced by the 
Metal Display 
Constructed of 


Cooper and 


Chicago 
heavy gauge steel and fin 
“hammerton copper 
with any type of 
only 16 by 16 


Company, 
ished in green with a 
trim, the unit 
fixture It 
of counter 


blends store 


requires inches 
space 

The p.ano-hinged top provides easy acces 
to the front 


showcase 


display compartment, where a 

bulb 
that 
agaimst a 


with plastic 


provides illumination in a 


hosiery to good ad 
flocked background 


bracket and display 


manner shows the 
vantage 


Complete 


green 


draping the hosiery, 


the druggist to obtain 


hand for 
extras for 


there are no 


Einson-Freeman, which pro 
Goebel Brewing Com- 
that 


many 


According to 
duced the display for 
Detroit, 
stop six 


pany, tests show motion dis 


plays times as 


stat.¢ 


as m 


passers as 
displays, but motion displays are 
xpensive as the “Batter Up” 
dime battery keeps the bat swing- 
a couple of weeks, it is said. (The 
also shows the back of the display, 
with the flashlight battery between 
clips in the miniature animating mechanism. ) 

The litthe cardboard display 
by 22 lithographed in 

ors. It carries a tag Ine on Goebel’s broad 
Tiger 


few 
shown 
here One 
ing tor 
picture 
inserted 


measures 16 


inches and is eight 


ast and television programs of Detroit 
[Continued on page 74) 


waar. i 
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Sylvania Electric Announces 
New Spotlight Fixtures 

New 
follow the 
hee n 


and 


has 


lighting which will fit in with 
architectural design of stores 
Flectri« 


with the 


available by Sylvania 
Ine New York City 


of six new incandescent “Trim 


made 
Products 
introduction 
line” spotlight fixtures, it is announced by 
B. K. Wickstrum 


product 
units, he 


general sales manager of 
Known 
said 
greater flexibility to the 
of 13 shielded fluorescent 


lighting as “Trimspots,” 


these new match and give 


even company’s 

series “Trimline”’ 

fixtures 
Both the 


are designed as companions to the two 


single and twin spotlight units 
and 
“Trimline” fixtures 
style 
“Trimspot” fixture is equipped 
150-watt PAR-38 spot 


rotated in a 300° are 


four-lamp fluorescent 
have the 
Fach 


with one of 


and same decorative end 
preces 
two 
lamps which can he 
and tilted up to an angle of approxi 
mately 20 

flexibility 
installation,” Wick 
spotlight fix 


of high 


“Designed to allow maximum 
lighting 


“these 


im any type 
new 


strum declared 


tures provide the user with a means 
lighting specifle areas or displays and en 
fluorescent 


desired arct 


able him to adapt the matching 


fixtures to ite 
pattern.” 
double 


placed between two fluorescent units 


Primline any 


tural or decorative 


Kither the single or the spotlights 
can be 
Huorescent 


at intersecting corners of the 


at the a row ot lighting 
both the 


sources, 


fixtures of end of 
advantages of 
fluore 


formed to 


Thus, utilizing the 
light 
follow. the 


into 


incandescent and scent 


lighting can now be 
designed 
other effec 


carried 


contours of an area, and 


rectangular, U-shapes or 


patterns It 


quare 


tive ceiling can be 


around columns in a variety of types of 


stores and, where illumination is used as a 


mechanical means of directing traffie around 
an area, allows spotlighting of special dis 
plays along the way 

The decorative end pieces of the new 
make them 
as well as in 
As with the 
spotlights have 
with — the 


aluminum All 


spotlights suitable for use alone 
fluorescent 
fluorescent units, the 
“Miracoat” 


section 


connection with 
fixtures 
matching white 


enamel finish rotating 


finished in units may he 


either pendant or surface mounted 


Dallas Display Club 

Has Meeting 

Dallas 

Display League held 

in the Dallas theatre 
“All members attending received a copy of 


lune meeting of the 
Allied Arts 


Television room of the 


The regular 


and was 


the first issue of and enjoyed 


of the 


our newspaper 
various activities of 
jokes 
paper interesting,” according to L. G 


Roebuck & Co 


our mem 
make the 
Porter 


vice-president of the 


reading 
bers Cartoons and rel ped 
sears 
club 
meeting Dan 
Wilson 
Dallas 


Rave 


Following — the usiness 
Stephens introduced Patrolman W. ¢ 
Accident Investigation D:visior 
Wilsor 


of the 
Police 
us a 
work being 
and)» =concluded his 
Drunken Drivine’’ 


Patrolman 
enlightening  discussior 
done by the Police Department, 


rogram with ao film 


Department 


very othe 


Your New York BUYING GUIDE) 


Acrylite Products, Inc. 
1545 Inwood Ave. TR 8-7403 


FINEST IN DISPLAY FIXTURES 
Plastic — Wood — Metol 


Grimes Display Service, Inc. 

142 West 26th St. BR 9-4924 
DISPLAY NOVELTIES, MATERIALS, 
ACCESSORIES 
(Formerly Eve Brueser Studios) 





Allied Display Materials, Inc. 
65 Madison Ave. MU 5-6487 
NOVELTIES, ARTIFICIAL FLOWERS & 
DISPLAY MATERIALS 


For Windows and Interior Store Display 


Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 


Largest Showroom in thé Country 





Arts & Flowers Displays, Inc. 
43 West 5éth St. Cl 7-6848 


ARTIFICIAL FLOWERS and FOLIAGE 


Display Novelties and Accessories 


David Hamberger, Inc. 
115 West 3ist St. PE 6-0464 
MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functidnal Units, 
Backgrounds, Novelties 





Bliss Display Corp. 
460 W. 34th St. BR 9-5750 


DISPLAY PROMOTIONS 


Display Settings, Novelties, Animated Displays 


A. Lutz 
3 West 18th St. CH 2-6264 


REED AND RATTAN DISPLAYS 


Display Units, Frames, Screens, Novelties, Fixtures 





Bois Smith Studios 
228 West 39th St. LO 4-6454 
WINDOW & INTERIOR DISPLAYS, 
ARTIFICIAL FLOWERS 


Magnani Mannequins 
236 West 40th St. 


MANNEQUINS 
Ladies’, Misses’ and Children's Models 


PE 6-3593 





Bonafide Display and Decorative Co. 
61 West 37th St. WI 7-7965 


ARTIFICIAL FLOWERS and FOLIAGE 


Original Creations for Better Displays 


Maharam Fabric Corp. 
130 West 46th St. LU 2-3500 
DISPLAY FABRICS & ACCESSORIES 


Chicago 115.$. Wabash 
Los Angeles 1113 S. ios Angeles 





L. J. Charrot Co. 
36 West 37th St. WI 7-1687 


ARTIFICIAL FLOWERS 


Display Units, Novelties and Decorations 


Messmore & Damon, Inc. 
1461 Park Ave. TR 6-3530 


MECHANICAL DISPLAYS 
Papier Mache, Industrial Exhibits and Dioramas 





Colonial Decorative Display Co., Inc. 
70 West 40th St. WI 7-0230 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties and Decorations 


Natural Creations, Inc. 
233 Fifth Ave. LE 2-2377 
FOLIAGE NOVELTIES, 
DISPLAY DECORATIONS 


Creative Displays — “It's: a Notural” 





Decorative Creation & 
Art Flower Co., Inc. 

13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 
Bert Greenbaum Werner Leburg 


Result Displays. Inc. 
503 West 33d St. LO 3-5900 


PLASTIC TRAYS AND HANGERS 
A quality product priced right 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 


Display Settings, Novelties, Units 


Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





The Display Equipment Corp. 

147 West 37th St. BR 9-8450 
Manufacturers and Distributors of Exclusive 
CORONET & WINDSOR 
MANNEQUINS 


U. S. Mannequin Mfg. Co. 
10-15 46th Ave., Long Island City IR 6-3378 


ARISTON MANNEQUINS 


A Complete Line of Mannequins 








Frankel Associates, Inc. 
218 West 47th St. Cl 7-0060 
DISPLAY FABRICS & ACCESSORIES 


127 N. Dearborn St., Chicago: 
424 Book Bidg., Detroit; 819 Santee St., Los Angeles 


It's Always MARKET WEEK in N 





D. G. Williams, Inc. 
498 Seventh Ave. 


MANNEQUINS & DISPLAY FIXTURES 


Display Novelties and Equipment 


LA 4-4069 


ew York 


7 See cenR on nea SARY Hee tie A rem 
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Dramatizing Financial Display 


Federal 
moved 
floor to 


busiest 


when the First 
Chicago 


ATE in March 
Savings Association of 
its quarters from the 

the street level, at one of the city’s 

intersections, it opportunity 
of introducing a trend in financial display 
Ralph Lueders, adver 


manager of the 


second 
presen‘ed the 
vice-president and 
desired to 


pace in the field 
use of creative displays in keep 


tising association, 
set the 
through the 


ing with the exciting modern character of the 


financial display 


new savings ofhces 
was engaged t 


win 


W inbush 


series ot 


Designer LeRoy 


create a dramatic interior and 
displays After lengthy conference and 
Winbush, Lueders, and First 
agency, the Advertis 


Hal Paus 


and ad 


dow 
planming among 
Federal's 
ing Division, Inc 
bert P. Perrin, art 


adve rtising 
repre sented by 


and R director 


HIS FUTURE 


vertising respectively, this dream 
became a reality 
Winbush, through an 
techniques, has 
evoking for First Federal a 
friendly individuality in display 
wll be followed by many financial institutions 


manager, 


unfettered use of 
successful in 
sincere and 
style which 


modern been 


throughout the country 

Plastics, aluminum rod, third-dimensional 
spheres and copper sheeting are only a few of 
produce First 
displays The shadow 
approximately 3 feet 


materials used to 
striking 


here are 


the many 
Federal’s 
boxes shown 
high by 4 feet wide and are 12 inches deep; 
set into the walls. 

is pre-fabricated in the shop 
individual 


they are 

Each display 
into its niche on 
eliminates the 


work on th 


inserted 
This 


actual 


and 
necessity tor 
background 


panels 


doing any 


Another advantage is in the construction of 
new displays, as new units can he in process 
of construction while the cases remain filled. 
The new displays can be slipped into posi- 
tion with a minimum of effort and time when 
the change is necessary 

The lighting is produced by a fluorescent 
tube top and bottom plus additional light af- 
ceiling illumination from the sav- 
ings floor. This adds to the dimensional feel- 
ing already attained by the shadyw-box con- 


forded by 


struction of these displays 

In addition to the wall d'splays, Fed- 
eral has three large display windows on the 
These have no background, but 
into the 


First 


level. 
customer full 


street 
allow the vision Sav- 
ings area 

The windows are 14 feet i 


[Continued on page §& 1] 


length and 
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Cash Register Rack 
Stirs Impulse Buying 


ee 


A recent survey by a drug trade maga- “££ \ 
z > ji icate a d ? < Y ( } 
ine indicated that razor blades outsold y, CR 4 bud) 
shaving creams three to one in gross dollar | ite \¢ < / g 
volume, but despite this high rate of turn- | : nn i 
over, the survey also showed that the dis- | | or 


play space devoted to razor blades was | 


. 
much smaller than the space used on the | \ | Sales-Wise 
counter in 


comparison to shaving creams. | 


The American Safety Razor Corporation, | | > 
Brooklyn, cognizant of this fact and with & i Planning 
the interest of the retailer in mind, for the 

past several months has been testing a new | f 
sales-compelling cash register rack in every 0 
type of store selling razor blades and has 
proved sizable sales increases in the stores 


. . 
tested. . A eal in 
Extra dollar profits are foreseen for all é pp g 
merchants stocking razor blades with this ; S 
pretested rack which displays all brands of r 3) Displays 


blades and places these impulse-purchase 
items right in front of the custdmer’s eyes. wn f 4) wand 
The cash register rack has a durable white ( IA ¢ ~ } you 

enamel metal base with plastic dividers and ; e 
fits readily atop all registers, and is simple 


to mount into position. | 5 DISPLAY ff} b f 





a loos | Jul 
FTC Files Compl we 
ceil ieee MATERIALS — 


A complaint is reported filed by the Fed- 
eral Trade Commission in Washington 


against Hernard Mfg. Company, Inc., Mount . DISPLAY 


Vernon, N. Y., alleging that the firm has 


been manufacturing three-dimensional dis- : MATERIALS 
play letters by using letters made by 

Mitten’s Display Letters, Redlands, Calif. , CATALOG 
and New York City, as mastet dies. The 40 PAGES 

1947, and also lists other practices as unfair ; FULL OF FASCINATING NEW DISPLAY IDEAS 


complaint states that this practice began in 
and deceptive. 


Hernard was given 20 days lin which to | 
file a reply, the nature of which has not 
been made known at press time} 


; oe eR THE REYBURN MFG. CO., INC. 
Finkle Leaves Display 
For New Business ROYERSFORD, PA. 


Joel Finkle has resigned as ‘president of 


Fren-Zee Store Equipment & Fixture Com- MAIL YOUR 1950 FALL AND CHRISTMAS CATALOG TO: 


pany, New Haven, Conn., after ‘ten years in | 
an) : NAME 
display. He has entered the air sanitation 











and air handling field as president of Ameri- : 
ADDRESS 


can Health Air Systems, of the same city 





CITY ZONE —. STATE 





Detroit Company 
Names Collins 

D. J. Healy Shops, Detroit, has appointed 
Charles Collins display manager: for the main | 
store, succeeding Robert Borders Collins 
had been with Russek’s. Bordérs is said to | 
have taken a position with Federal Depart 


_— Stores, ir ; rgoraia brag — at | USE THE RUSTIC DISPLAYS _ POLES 
eh tacelataee ‘| OPPORTUNITY SLABS — BRANCHES — BARK 
Display Contest Offers EXCHAN G E CEDAR ETC. BIRCH 


Bonds As Prizes 
International Latex Corporation, Dover, For any WANT AD purpose: RUSTIC “PARKCRAFT” 

Del., is sponsoring a national display contest POSITION WANTED POSITION VACANT 

in which U.S saving bonds will be awarded USED EQUIPMENT FOR SALE Pas RIN iTURE 

the winners. Bonds will be given for first 

and second prizes in each of seven regional REPRESENTATIVES WANTED 

divisions, plus first, second and third na 2 COMPANY, INC. 


tional awards. Details may be had direct 
from the company $3.00 Per Column Inch — CASH WITH ORDER Phones: 9-6479 or 9-6483, Williamstown, N. J. 









































DISPLAY 


..~on and off the record 





—Displaymen meet the most 
interesting people . . . as in 
the case of Charlie Merrill, —All dressed up and 
S. Kann Sons Company, Wash- with some place to go 
ington. The young lady is are Cecilia Staples, 
"Miss Washington”, making head of Staples-Smith, 
her appearance at Kann's in Inc., Brooklyn, and 
connection with a store-wido Henry Callahan, win- 
promotion in which display dow display director of 
figured prominently— Lord & Taylor's, New 
York City. Their desti- 
nation was the Beaux 
Arts ball— 





4 
} 
- 


yn panei eee 


—Shown here are George and Elaine 

Taffel, of Taffel Brothers, Inc., New York 

City, showing their new ribbon creations 

called “Enchanting” and ‘Twinkle’. Mrs. 

Taffel helps her husband design ribbons for 

practically every conceivable need or 
event— 


—Peeking through the rattan frame are the 

four members of the display staff at the new 

Bon Marche-Northgate (Seattle), a fabulous 

store described in detail elsewhere in this 

issue. Back row, Betty Jane O'Malley and 2 clipping is give 

Clarence Nickolson, display manager. Front Mager for Ridin! 

row, left, John Pinkerton and Malcolm Bruce— directs display ray 
Stores are in Kenses Ci 


Frank Mann, 
by Norman 
line's: 

ty— 


—In no mood to write testimonials 
for a tire manufacturer, L. J. Dwig- 
gins, of the Chicago office of The 
Reyburn Mfg. Company, literally 
sweats out a painful period while 
en route to Denver The place 
Somewhere in lowa on US 30 — 
temperature, 95 in the shade— 





—Robert Hilbert, Chen Chi and 
Mario Cooper (lI. to r.), were judges 
in an employe art exhibit at W. T. 
Grant Company, New York City 
First prize in the pastel, pen and 
ink, and pencil class went to Edna 
Patterson, of the merchandising d>- 
partment. G. P. Lowther (far right), 
of the display division, took first in 
the oils class and his entry was also 
awarded the grand prize— 
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Hn! 


The Most Provocative, Glamorous, Traffic-stopping, Sales-Boosting Form ever made— Suits, Pley Swits, end Seech- 
Created in Crystal Clear, Thick Plastic to display at its most dynamic and spectacular, wear, Femme Form displays ‘em 
all full length and two-piece garments. Fits any stand! Tilts and swivels! Felt pads Beautifully. 

strategically located to accommodate pints. Made literally, specifically, and scientifically 

to display your merchandise better than ever before. Eliminates the need for costly 

mannequins and Action Forms. Gives Garments Life-Like Eye Appeal that converts 

“Shoppers” into Cash Customers, changes dull, drab windows and interiors into 

captivating, forceful Displays that spell Sales. 


Femme Form’s Perfect Contour 
makes Blouse-ond-shirt (slocks) 
Combination Display «@ cinch. 
Gives seporotes thet wonderful 
Eye-come-buy-me appeal. 





Suits! Tailored or sport! Tweed 
“dag «OF Silk! Any style or any kind 
A “pA Displayed better than ever on 
ofp, Wonderful Femme Form. 
# 


Will not chip, peel, crack, or discolor. Maintains its brilliant sparkling appearance. Self 
draping! Garments slip on and off in a flash. Markdowns from snagging eliminated. 


Nothing to weor out or replace. Will give a Lifetime of Dramatic Service whether used 


on stands or hung on walls (or both). Here is Positively the Form $425 
Each 


F F f ' 
Divine you've always needed. Priced Fantastically Low. Complete emme Form's very femininity 


6 6 enten works Wonders on all full length 
Satisfaction unequivocally guoronteed. Order today! loss then 6 @ 4.50 ec opparel, Dresses, Robes, Negli 
gees, Housecoots. Displays ol! at 

their most glamorous best. 


rd Wing froduchs BELLEROSE, N. Y. 





New 


Display 





Technique 


By ROBERT McCORKLE 


Bamberger's, Newark 


HERE is a new basic fixture in display 
these days that definitely minimizes 
the construction, planning, and costs of 

creating promotional display units in depart 

ment stores 

This fixture is called “Deca-Pole”. Pri 
marily it is a pole, self-supporting from 
ceiling to floor, that builds with a module 
system to fit itself to any measurement from 
floor to ceiling, making it an always ready 
standard to support displays, backgrounds 
units, plateaus and various types of equip 
ment used daily by the displayman 

As an example, the second photograph 
illustrates a summer sports wear display 

with — the background consisting of a 

stretcher of wood, several yards of roping 

a sail made of wallboard, painted and illus 

trated, and sprung into place with two small 

holes cut into the sail. There is no backing 
and no other support. On one cord drop to 
the right are some lettered paper pennants 
suspended from holes in the pennants to the 
cord exactly like the sail attached to the 
pol This illustrates what I mean by “new 
technique” im display 

The basic fixture, the a-Pole saves 
time and effort and lends itself to every 
possible design of display where it ts used 
and lends a modern feeling of tree-standing 
design No heavy bases are needed to 
support panels, backgrounds, or drops, and 
there is no possibility of your display unit 
when so ted, to be blown over, upset 
pushed _ r 1j 


irranged Once the 


pole is immovable 
positior ike < } | hed 
to it 
Becaus 
electrical 
For exat 
were teatu 
turned tl 


yee ; » 4 
7 : 5 4 i Sa 
throug! ’ ’ ; it as — 4 


© a 
pluggc d 


ed 
Pa 
: | =| Se av 
Plateaus, background . . . ii. : 
porary walls nthe Ippo 1 witl s i ; = oa - 

poles without x en r th & 

floor Technic trot 1 «displayn 


viewpomt, they 


y to project itself at just the right angle We find that the longer a “Deca-Pole” is 

attract the attention of the passerby used the less expensive it becomes. We feel 

Their flextbilit allow is to place Another big advantage that we find here that in time, labor and 
I at Bamberger’s in the planning and design easily possible for the 


t use yt space 


' material only it ts 
heavy or light objects at any point within cost to be absorber 
given space, regardless of height of displays using these poles is that in the construction of one display back 
depth at the base, which perm ire a tremendous time-saver ground 
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English Displaymen 
Plan 1951 Convention 

A national display exhibition and con- 
vention is being planned by English display 
factors for October 15-19, 1951, arid will be 


held in London. It will be the first such | 


exhibition held in the United Kingdom 
covering all sections of the display: industry. 
Represented at the exhibition will be dis 
play equipment and store lighting spe- 
cialists; display producers, exhibit special 
ists and supply houses; screen précess pro 
ducers, and associations or allied bodies 
concerned with the development and expan 
sion of the display and exhibit industry 

Reginald H. Treleaven has been! appointed 
exhibition architect and will be responsible 
for overall design and presentation 

A national display convention: has also 
been planned to run concurrently with the 
exhibition and will provide for discussions 
by authorities on general display principles, 
store planning, design, screen pro¢ess print 
ing, and exhibits Several hundred dele- 
gates from the United Kingdom and over 
seas are expected to attend according to 
Hugh Wilson, general organizer for the 
event. 


Addition Made To te 
Of “Adjust-O-Spot" Unit 
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Crowd Stopping Displays... 


Colorfully 


Attractive with DI-LON 


The Litecraft Mig. Corporation, which | 


specializes in incandescent lighting equip- | 


ment, makes known a new addition to its 
line of “Adjust-O-Spot” units. © Construc- 
tion of the new fixture embodies a sphere, 
semi-recessed into a 5%-inch deep cylin- 
drical steel housing. The sphere can be 


rotated up to 360 degrees in the: horizontal | 


plane, and tilted to 41 degrees from the 
vertical. 

The unit has been engineered ‘for opera 
tion with the R-40 and PAR-38 reflector 
lamps. When used with the latter, a con- 
centric louvre and color filter can be 
attached easily to the sphere opening 
Visible portion of the fixture may be had 
in a number of finishes to conform with the 
decor of the installation. 

Litecraft moved its factory recently to 
790-8 Wythe avenue, Brooklyn 11, where 
the firm occupies the entire building 


Atlanta Display Guild 
Hears Talk On TV 

Speaker at the June 2%h mecting of the 
Visual Merchandising Guild, Atlanta, was 


Arch Ragan, of WAGA-TYV, who discussed | 


production problems of store TV programs 
and urged the displaymen present to ac 
quaint themselves with the technique re 
quired John Brock, Rhodes Furniture 
Company, and president of the Guild, was 
in charge of the meeting 








We invite DISPLAY WORLD 
readers to make frequent use of the 
Service Bureau for information on 
resources for all types of display ma- 
terial and equipment from air brushes 
to zebras (stuffed), or for general 
consultation on display problems. No 
charge is made for this service, of 
course, 








Wallpaper 
Extraordinary 


DI-LON opens up an entirely new vista of display 


effects. Whether for window or interior store dis- 
play, DI-LON is attractive and colorful. It enhances 
the value of merchandise, catches the eye of the 


customer, and will help to sell goods. 


DI-LON comes in interesting marbles, warm rich 
wood grains and leathers, raffias and other atten- 
tion compelling patterns. DI-LON can be applied to 
backgrounds, panels and fixtures easily and quickly. 








THE DI-NOC COMPANY ¢ 1700 London Road ¢ CLEVELAND 12, OHIO 


Write for samples and nearest source of supply. 











FOR FALL AND 
XMAS DISPLAYS 


FLOCKED FERN TREES 
25" to 54" High 


White and All Colors 
Also Flocked Needle Pine Sprays, with 
Cones. Ferns, Cattails, Johnson Grass, 
Palmetto Bloom, Asparagus Ferns. 
lf vour dealer cannot supply you, 
order direct. Immediate Delivery. 


JACK DE WEESE 


205 So. Miami Ave., Miami 32, Fla. 
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in natural colors. Suspended from the 
ceiling was an ultra-modern building 7 feet 
long, 5 feet high and with a depth of 20 
inches; this was made completely of card- 
board cut out and glued into position. 

On the backwall was an exact reproduc- 
tion of the modern store of Ben Snyder. 
The floor was completely covered with grass 
matting from which several clusters of 
dandelions sprang. 

John G. Barton did the interesting dis- 
play with a river front setting for Schear’s, 
Evansville; it won first prize in the anni- 
versary classification for stores doing up to 
five million dollars volume in the National 
Retail Dry Goods Association display con- 
test. Evansville’s river front was portrayed 
as it was in 1906 and the boat shown in the 
painting actually plied the river at that 
date; the old wharf boat is shown also. 


Anniversary Treatments 


HE time-tested formula jor anniversary given a modern treatment. The shrubs were rhis 


display that of showing costumes cut from lengths of wallboard and painted ing a different theme dating from the found- 
and scenes of the past, or the past 


coupled with the present or future has 


window was one of nine, each hav- 


been used to good effect in windows of 
ten §«=Snyder In Lexington, Ky The 
Crescent, Spokane, and Schear’s Department 
Store, Evansville 
Pictured first is a display by Wesley 
Fancher, assisted by John W. Turner, for 
Ben Snyder, Ine it was used as Lexington 
celebrated its fiftieth anniversary and the 
store observed its sixteenth Dimensions ot 
this particular window are 28 feet long by 
10 feet high and 9 feet in depth. The com 
plete back was covered with sky blue sean 
less payx trees, fort, and shrubs were 
my IIboard and painted in natural 
tockadke as placed in posi 
the guard cornet 
trees were placed mn 
thus a considerable 


»btained tor that 


the window 


ing of Schear’s in 1906 sarton 
on this type of display as follows 

“I know that in these days of expense 
consciousness that this ts an ideal way to 
put over an anniversary program. We had 
plenty of free publicity locally, and never 
in the store’s history did a group of dis 


comments 


plays draw so many people The entire 
cost, I know, was not over $400 

“The reason it succeeded so well is be 
cause people primarily are interested in 
themselves and almost everybody in the 














scenes 





city had some connection with the 
h 


mown in the displays For example, the 


} } 


woth shown as they 
in 1906, together with their staffs 


sapers were 





lat in itselt including the newspapers 


da lo iblicity, I both 


took 





r papers.” 








anniversary 
stumes and 
gingerbread” 


rs around the 
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PUT MORE “WIN” IN YOUR WINDOWS... 
with SYLVANIA Birdseye Reflector Lamps 


| 
| 
) 


Sylvania Birdseye Reflector Lamps dramatize window display 


of Sterling Lindner Davis Company, Cleveland, Ohio. 


Prospects pause to take a second look . . . often be- 
come customers on the spot... when you dramatize 


appeal into all your displays and exhibits. 
And remember, Sylvania Birdseye Lamps are all 


PICTURE TUBES; ELEC- 

TRONIC PRODUCTS; 

ELECTRONIC TEST 
NT; =PROTO- 

LAMPS; TELEVISION 
SETS 


your window displays with Sylvania Birdseye Re- 
flector Lamps. 

For, the clear, controlled light from these spot- 
lights enables you to obtain sharp contrasts and in- 
teresting shadow effects. You can emphasize many 
important selling points . . . put a lot more buy- 


SYLVAN 


IA 
ELECTRIC = 


ready to go to work. No extra fixtures or special wir- 
ing. Reflectors never get dull . . . never need clean- 
ing. Now available in types and sizes for any dis- 
play need. 

The coupon brings you full information about 
Sylvania Birdseye Reflector Lamps. Mail it today. 


Sylvania Electric Products Inc. 
Advertising Dept. L-1807 
1740 Broadway, New York 19, N. Y. 


City __Zone__State 


Please send me new illustrated folder showing the 
complete line of Sylvania Birdseye Reflector Lamps. 








; 
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Let's Make Good Use 
Of Research Data 

Since 1948 research 
headed by Professor Howard 
a staff the School of Retailing, New 
York university, been working busily 
under the sponsorship of the National As 
acquire 


workers 
and 


trained 
Cowee 
trom 
have 


Industries to 
facts about display as an advertising 
selling medium The data obtained 
in this continuing study are of 
they give 
circulation as a 
they have 
technique 


sociation of Display 
and, 
thus 
immense 


factual 


tar 


value, not only because 


of display’s great 
form of advertising but 
proved that simple changes in the 
their 


percentages 


proot 
because 
of some displays can increase actual 
goodly 
the 
most recent phase of this re 
full this 
reference to a 
White House 
good display as 
during a test 
the total 
But with 
the 
slight 


selling power by 
For 


Cowes 


example, in report of Professor 
the 


(published in 


on 
search elsewhere mn 
display of 
Fran 
used 


sold 


marketed 


there 1s 
the 


issuc) 
jewel boxes at San 


cisco This was a 


originally, tor period it 
units 
the mer 
length of sell 
in display 
h 


27 per cent ot 
that 


chandise 


during time same 


und over Same 


ing time, but with revisions 


suggested by display researc 
per the total 
units an sales of 46 per cent 

Phe Phe 


dise was raised in relation to the 


technique as 
the 


display sold 73 cent of 
Increase in 
changes were simple merchan 
customers 
fixture 


the 


owl on a 
contrasted e and 
| 


cara 


line of sight sl 


that form with 


merchandise rt was made more 


and s sed benefits from the 
of \ And when 
trained 


passing the 
who looked at it 
merchandise 


informative 
customers pont these 
changes had 
counted traft 
the 
who stopped and examined the 


observers 
tallied 


those 


been 
display 


number of those 
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and the sales made. The revised display 
caused more people to look, more people to 
stop, more people to examine — in spite of 
the fact that 750 more passers had been 
recorded for the original display. The per- 
centage of increase in sales mentioned above 
speaks for itself 

In a similar way a revised display of cake 
pans at Stix, Baer & Fuller, St. Louis, in- 
creased sales by 18 per cent. At the same 
store a gift novelty’s sales went up 74 per 
cent when the principles outlined in part 
of this research program report were ap- 
plied 

All the 
program provide a great deal more valuable 
contained in the two books 
published to date and 
which obtained from the National 
Association of Display Industries’ head 
quarters at 203 North Wabash avenue, Chi- 
Every displayman should add them 
to his library a matter of course. But 
simply buying and reading these books is 
not enough. The question is, will display- 
men make full use of the information they 
contain? They should see that management 
is informed of what has been done to es- 
tablish facts on display circulation, stopping 
power and selling ability. These books offer 
tangible proof of display circulation, that 
displays are seen and remembered by shop- 
pers, and that display sells. Furthermore 
displaymen should study the application of 
tested techniques to their own displays so 
that greater selling power can be obtained 
for their own work. At long last something 
in the way of facts and figures is being 
offered displaymen to help advance the 
status of the profession Sut this alone is 
not enough. It is up to the individual dis- 
playman to do his part, too 

The whole-hearted thanks of everyone in 
display should be given to the NADI and 
its research committee for the splendid job 
done thus far and for setting up a_ sub- 
stantial budget to continue the work during 
1950. 

Thanks 
and 
the 


data supplied from this research 


information 


which have been 


can be 


cago 


as 


should = go, also, to Professor 
his able staff for the 
actual research has been 


way in 
done 


Cowee 
which 


SUCCESSFUL MARKET WEEK 
SEEN AS UP.TURN 


[Continued from page 29] 


Fireproof tree of Australian pine. Holly tree. 
Large Christmas tree ornaments 
totanical Decorative Supply Company, 
White and powder-blue poinsettia 
tall. Tubbed poinsettia 
White manzanita post unit 
with bee-lights. White “Dream-Puff” wreath 
looped with ribbon of tiny balls 
and tied with gold expanded mesh ribbon 
Brunn & Bertheim, New York City. Se- 
quinned netting Natural birdcages 
Wire spiral Christmas trees 
Bulkley, Dunton & Co., New 
“Bulkton” seamless paper in 32 
well as a complete line of other display and 
wrap papers, Patterns include “Whirl- 
ligig,” “Multi-Color,” others 
Capital Merchandising Company, Brooklyn 
Leather 


Chicago 
fountain, 7% feet 


in natural colors 


Christmas 


wood 


York City 
colors, as 
gift 
and many 
Flameproof jewel and sparklecloth 
ettes, foils, gift wrap 
Cook & Meier, Inc., 
three-dimensional displays tor the story of 


papers 


Chicago. Series of 
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“Tiny Terri”, telling how this little prince 
could not grow but finally became normal 
size by his unselfishness. Garlands, sprays, 
wreaths, set pieces. Large globe of the 
world with a papier mache figure of a child 
on top and the words, “Gifts all over the 
world”. 

Columbia Display Materials Company, 
Brooklyn. “Giant Roman” grooved and 
fluted panels 8 feet by 10% feet, in patterns 
involving pine boughs and lanterns, circus 
designs, pine cones, scroll and star, mission 
bells, poinsettias, etc. Also seamless papers 
in holiday designs, and “Roman Velour” 
panels 8 feet high by 40 inches wide. 

Courtney Mannequin Company, Ossining, 
N. Y. This line was formerly sold by 
Allcock Mfg. Company, of the same city, 
and is being continued by the new owners in 
the same building as A complete 
line of papier mache figures, featuring fabric 
finish and rubber hands. Children’s line is 
especially complete, ranging from 6 months 


before 


on up. 
Coy-Disbrow & Co., Inc., New York City. 
“No-Seam” display paper 107 and 84% 
inches wide, furnished in 31 colors. 
“Radiant” leatherettes in 17 colors and in 
roll sizes 50 inches wide by 25 feet long. 
“Solar” leatherette in 19 colors and in rolls 
of the same size mentioned above. 

Creative Displays, Inc., Jersey City, N. J. 
Sprays, foliage for fall. Metallic sprays for 
Christmas. Pastel poinsettia-candle unit, 
and the with stars replacing the 
poinsettias. 

Decorative Displays, Maspeth, N. Y 
Photo-mural fabric backgrounds of numer- 
backgrounds, including rustic 
woodland scenes, college campus, summer 
scenes, winter and autumn Each 
scene is a complete window background, the 
scene being photographically reproduced on 
the fabric. 

L. A. Darling Company, 
Only a few items, such an all-plastic 
mannequin and metal fixtures and racks, 
were shown; the principal exhibit was in the 
firm's New York showrooms. The manne- 
quin featured smart styling with light weight, 
strength and durability. 

Decorative Novelty Company, Inc., Brook- 
Pastel foil fringe curtains. Base metal 
garlands. Colored cord of cellophane. 

Dingleman Products, New York City 
“Celastic” leaves ranging from small up to 
2 feet or more in length; the larger ones 
used displayers. New line of 
Christmas papers featuring candle, holly 
and “Merry. Christmas” designs 

Decorative Plant Corporation, New York 
City. Santa Claus stepping from a Colonial 
doorway indicated a sign pointing out that 
the showing of the firm’s products was at its 


same 


ous scenic 


scenes. 


3ronson, Mich. 


as 


lyn 


can be as 


showrooms 
Display Mannequin, Inc 
A complete line of mannequins, 
children, juniors, and men and women, 
Doerr & Portsmouth, 
Platform displayers of wire and glass 


New York City 
including 


Ohio 
Fine 
wire work simulating canopies. Screens of 
wire in Christmas tree design. Wire sleigh 
Old-fashioned cookstove of wood with cut- 
out sections for display purposes 
Inc, 
trees of expanded 
Giant lollipops 


8 >] 


Associates, 


Kansas 


pastel 


veretts Soper 

City. Christmas 
metal, or of fringe 
[Continued on page 


Company, 


Spray 
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“Haunted Sentry Box" 


Is Part Of Exhibit . me world 
A Puerto Rican tropical garden is being ages! z 
featured this summer in the Channel Gar- s "y geparrme 


dens at Rockefeller Center, New York City ‘ 
Beginning June 28 and continuing until 
September 5 the unique planting ‘area just 
off Fifth avenue has been transformed with 
exotic foliage and brilliant color. provided 
by thousands of flowers, shrubs and trees 
native to Puerto Rico. An authentic repro- 
duction, 26 feet tall, of the legendary 
“haunted sentry box” from San Juan's castle 
fortress of San Cristobal dominates the ex- 
hibit from its location in the middle of the | 
Channel Gardens area. The Puerto Rican | 
floral display will continue the international | 
series of plantings in the Channel, where an | 
Hawaiian garden was seen last summer, and | 
a Holland bulb festival was on view this | 
spring | 

The historic 18th century “haunted sentry 
box,” famed in Puerto Rican legend as the 
“devil's outpost” from which mdny senti- 
nels mysteriously disappeared, has _ been 
faithfully reproduced from photographs and | 
sketches. The fortress tower, which over- | 
looks the entire garden area, was pre- | 
fabricated in nine sections by Staples-Smith, | 
Brooklyn, and involves an ingenious use of | 
cross braced and welded pipe construction 
More than 2,000 feet of pipe was used in 
the framework, which is covered by steel | 
lath and finished with an exterior coating | 
of waterproof, fireproof, plastic “microseal” | 
which has been sprayed to give the effect | 
of weather-beaten stone The  three-ton 
structure is 26 feet high, 15 feet long and 9 | 
feet deep 


British Designer 
Visiting States 
Following his appointment by the ministry 
of commerce as chief designer of the gov- 
ernment of Northern Ireland's exhibit at 
the Chicago Fair, W. M. de Maje is spend- 
ing several days in Chicago in preparation 
for the event. De Majo will supervise the | 
execution and installation of the exhibit and 
be responsible for the design and display in 
connection with it 
Particular emphasis will be laid on North- | 
ern Ireland’s industries, agriculture, indus 
trial development, and its contribution to . . 
ite onset. ‘ : No longer a display man's dream, 
the idea of hanging merchandise at any height in any position 
EE ; is now POSSIBLE, PRACTICAL AND QUICKLY DONE! Hanging 
Dodes And LeBidger _ objects can be moved instantly back, forward, left, right, up or 
Open Display Firm down to suit the design of the window. All the dramatic tricks 
Paul LeBidger, formerly owner of Crafts of the stage are at your immediate command with the Seel- 
man Display, Long Island, N. Y., and ingrill. The Seelingrill permits you to trim heavy yet look light 
Mortimer Dodes have established 9 dingiay | and airy . . . and all of this NOT IN 10 HOURS PER WINDOW 


service firm under the name of Ledo Dis . 
! 
plays, Inc., at 120-10 15th street, College BUT IN 1 HOUR! (Proven by actual time study tests.) 


Point, L. I. Dodes resigned a short time SPECIFICATIONS: Seelingrill is a spot welded grill of Y%4” 

ago as display manager for Ash's specialty teel, lai t in 6” " 

as pla ‘ 1 square steel, laid out in 6” squares 3x6 ...... 2398 
eee 4’ x8 ...... 38.00 

L447) ++ 774 Ceiling Toggles — .35 each 

(6 required for 3 x 6’) 

(9 required for 4 x 8’) 


ORDER TODAY 


Division of Visual Merchandising, 














items about all happenings in the é i 
display field: births, deaths, marriages, ‘cor oration 
changes of position, anything pertain- ro 4 





Don’t forget—send in your news st display: 





ing to display or displaymen anywhere. AA 460 W. 34th St., New York 1, N.Y. 
BRyant 9-5750 
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Dollars Out The Window 


(The June issue of DISPLAY WORLD 
carried a brief report on a survey made by 
the research department of the New York 
university School of Retailing relative to 
window display. In response to numerous 
requests for more details we have secured 
permission to reprint the entire article as 
originally published in the Journal of Re 
tailing, spring edition.—Ed.) 


HE nation’s department and specialty 
stores spend some 80 million dollars a 
year on interior and window display 

No modern merchant will question the wis- 
| dom of this spending, for it is window dis 
play that catches the eye of the passerby 
and draws him, in a buying mood, to the 
area where the merchandise is on sale 
Everybody knows that money spent on win- 
dow display is an investment capable of 
bringing rich returns, For the thoughtful 


clining sales volume, the question to ask 
himself is: Am I getting a maximum re- 
turn on the dollars invested in my windows ? 
\ survey by the New York university 
School of Retailing research department 
suggests that in all but exceptional cases 
the answer is a gloomy and emphatic No. 

Many of our larger stores, famous in the 
field for their fine window displays, seem 
to have forgotten or lost sight of the fact 
that the major objective of a store is to 
sell merchandise at a profit; that window 
display is not an end in itself but a part 
of the machinery of selling. In a surpris- 
ing number of instances, our inquiry shows 
that store employes are totally unfamiliar 
with the merchandise their store is trying 
to sell in its windows. Except in theory, 
there seems little to suggest that window 
display is considered an essential part of 
an integrated sales effort. 


merchant, particularly in a period of de 


TRADE PERSONALITIES No87... . . by tupper 
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K<G 


ENTERED THE DISPLAY MANUFACTURING 
BUSINESS IN DAYTON, OHIO, BACK IN 1917. 


Iw 1933 WE WENT INTO DISPLAY 


SUN-GARI 


hanspa vend 


SHADES 


FILTERS OUT SUN-FADE RAYS 
PERMITS FULL ViIsiBMITY 














SAVE the value of your displayed mer- 
chondise. 
SUN-GARD filters out sun-fade rays, 
yet permits full visibility of window 
displays. 
SUN-GARD protects merchandise 
against both direct and reflected rays 
of the sun, and eliminates glore. 
This added protection is yours at the 
regular wholesale prices permitted your 
store. 

ORIGINAL INSTALLATION 

OR REPLACEMENT 

NOTE: If you will send sketch of win- 
dows and measurements, we will be 
glad to give you an estimate on 
wholesale cost. Also complete informa 
tion 


MAIL COUPON 


NATIONAL BLIND CO 
1770 Sichel St 
Los Angeles, Calif 
Please send me complete information 
on National SUN-GARD shades and 
wholesale prices 
Store 
Address 
City 


Signed 





JOBBING , LOCATING IN PITTs- 
BURGH, AND OPERATED A 
SUCCESSFUL BUSINESS 
THERE FOR A 
NUMBER OF YEARS. 
HE SOLD OUT 
EVENTUALLY AND 
MOVED TO 
MIAMI IN 1946. 
ENGAGING 
IN JOBBING 
IN THE 
FLORIDA 
TERRITORY 
ONLY. 


His Hospies 
ARE DISPLAY 
CONVENTIONS, 
SWIMMING 
Ano / 
FISHING. 


/ 
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The need for a survey of window display 
procedure and tie-in practices became ap- 
parent last autumn when one of the mem- 
bers of our staff, a young suburban matron, 
went on a shopping spree. She started out 
to find a winter coat and some other items 
for her personal use. However, she soon 
found herself engaged in an informal study 
of the tie-in between window displays and 
selling floors. 

Her report was startling. She had visited 
11 stores in the New York City metropolitan 
area and had shopped 22 items following 
through from window display to selling de- 
partment. In only three instances, in three 
different stores, were the salespeople famil- 
iar with what was in the show window and 
in a position to help her make an intelligent 
selection. In 19 instances, her experience 
was monotonously the same. (Guided by 
clues on window information cards, she 
made her way to various departments where 
her queries were met with polite ignorance 
or general guesses about where else in the 
store she might try 

The shopper’s report presented a problem 
in misdirected sales effort, and the research 
department recognized the need for a sur- 
vey to get at the root of the problem. Why 
is window display, an important and costly 
part of the sales effort, being treated like a 
stepchild? Is management aware of the 
flaws in its selling technique? What efforts 
are being made to integrate or coordinate 
sales efforts? To get answers, trained inter- 
viewers were sent to 15 leading department 
stores and large specialty shops in the 
New York metropolitan area. Sales and 
publicity executives, display managers, and 
buyers were questioned about what was 
being done and what ought to be done to 
make window display fully effective as part 
of the over-all sales effort 

There is general agreement that show 
windows, with but few exceptions, are in 
tended to sell the merchandise displayed 
there. While it is true that some stores 
use considerable window space purely tor 
prestige purposes, a majority tend to think 
of their windows more in terms of imme 
diate selling power. The latter emphasis 
is intensified as a ra in¢reases. An 
occasional window may be devoted to some 
popular philanthropic project, such as the 
American Red Cross, but these instances 
are few in number. Selling is the essential 
purpose whether the display calls attention 
to store-wide or departmental sales or 
dwells more subtly on specific ‘fashion and 
holiday merchandise 

The show window without At least one 
informative card is rare indeed. The pres 
tige stores, whether in ready-to-wear or 
home furnishings, usually refrain from any 
mention of price, limiting the information 
to department or floor. Many stores, how 
ever, specify price, department, and floor of 
at least the chief items in the window. In 
a complete fashion arrangement, for ex- 
ample, the decision whether accessories are 
to be tagged in detail depends in most cases 
on how many complete costumes appear in the 
display. The limited-service, shorter mark 
up type of retail organization often 
and locates every item in each windoy 

\ majority of the stores surveyed 
all their windows once each week 


[Continued on page 75] 
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No Unemployment Here 


You'll never find this useful displayer in a stockroom corner gathering dust — 
when it's through with one job, you'll just naturally give it another, keeping it 


fully employed all the time. Many are the ways to inake it work for you — 
in the window, on the sales floor; as a backdrop, os a screen, as a double- 
exposure partition — and always with the merchandise displayed effectively. 
It has the flexibility to fit into any space, and with its interchangeable displayer 
accessories there is no limit to the display effects you can achieve. 


Made of 344” plywood with Birch facing, both sides, and superbly finished in the 
modern blonde manner. Panels are 6 x 2 feet, with circular porthole openings 
20 in. dia.; triple-hinged for sturdiness with double-action brass hinges. 


IMMEDIATE DELIVERY, DIRECT FROM FACTORY. 


DIRECT 
FROM 
HAWORTH 


No. 629—3-Panel, 9-Porthole Screen $49.50 

Equipped with 6 circular bases,carton-packed, complete, $49.50, f.o.b. factory. Special 

interchangeable dispiayer units will be supplied at following prices, each with satin 

gold finish 

Hat displayer (top, left) Kidney-shaped Shoe displayer 

2-rod Tie Rack (top, right) 1.25 ea. (bottom, center) 95 ea. 
: ; , Shadow box (top, center) to 

Shirt board (middle, sides) 1.25 ea. customer specification $2.50 ea. 

Expanded metal mesh backdrop, metalic gold finish, to customer specification, $2.50 ea 


$ .95 ec. 


= _ HAWORTH DISPLAYS 339-1 East 16th St. 


HOLLAND, MICH. 








products for the display shop 


We do more than sell display materials at 
Arthur Brown & Bro. We sell the makings 
of display ideas that give you a chance to 
use your own ingenuity; to adapt professional 
display essentials to your own unique dis- 
play needs! Here are two ingenious display 
helps that will arouse plenty of interest. 


MODEL O OPAQUE PROJECTOR 


Project a life-like screen image that's 4 ff. 
squore or lorger, and make precise, true-to- 
life sketches! 

If you need a large sketch in a hurry, you've 
only to place the Model O over the object 
in question — whether it’s a photo or the 
actual item and you'll get a larger-than- 
life image from which you cam make an ac- 
curate sketch! 

Projects an area 5" x 5S" at one time, or 
sarger area a section at a time 

Complete with lamp and 
8 f. cord plug eee $29,5° 
LARGE PROJECTORS TOO! Send for descrip- 
tive folder showing entire line of opaque 
projectors 


MITTENS DISPLAY LETTERS 


COPYRIGHT 1947 MITTEN'S DISPLAY LETTERS 


These 3-dimensional letters are ready to use 
at once! They’re inexpensive, they come in 
beautiful modern types, they’re quick to 
handle! 

Note to ingenious display men: Mittens letters 
ere as bright as neon when you gild them, or 
highlight them with shiny bead fragments! 
Send for folder showing complete listing of 
Mittens display letters 


Visit America's Largest Art 
Supply Center 


fhe department store of art materials 


Arthur Brown & Bro., inc. 
2W 46thSt N Y ION Y 


CO §-7100 Open Thurs nl 9pm 
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—Committee members for the display clinic of the California Intimate Apparel Show. Left 


to right, Joe Lockwood, show manager, Los Angeles Trade Fair, Inc.; 


M. K. de la Vallade, 


Cordelia of Hollywood; Louis Craig, Nash's, Pasadena; Thom Sweaney, Haggarty's; Victor 
Becker, Beautee-Fit Company; Victor A. Grant, Grant & Sons; Donald Grant, Grant & Sons; 
Roger Pickett, Rathbun's, North Hallywood— 


Clinic Discusses Display 


| Of Intimate Apparel 


Featured event at the Corset, Brassiere and 
Lingerie Show held in Los Angeles July 9-12 
was a clinic on visual merchandising as it 


| affects the sale of intimate apparel. Man 


aged by Los Angeles Trade Fair, Inc., a non 
profit branch of the Los Angeles Chamber 
of Commerce and sponsored by California 
Contour and the Corset Club, the show was 
held at the Biltmore hotel 

The clinic was prepared under the auspices 
of the Southern California Display Club and 
included a panel discussion and an actual 


visual demonstration of right-and-wrong tech- 
niques in department store and specialty shop 
displays. 


Participating on the panel were Louis 
Craig, F. C. Nash Company, Pasadena; 
Victor A. Grant, Grant & Sons, display 
manufacturer; Paul Smith, J. W 
Company; Thom Sweany, Haggarty’s, and 
Earl Wells, representing California Display 
Industries. Plans for the clinic were carried 
out under the chairmanship of Roger Pickett, 
Rathbun’s, North Hollywood and president 
of the display club John Cook, display 
director, Coulter's, was moderator 


Robinson 


—Each spring W. L. Stensgacrd & Associates, Inc., Chicago, holds its “WLS Old Timers’ 


Dinner" for employes who have been with the company more than five years. 


Several were 


absent this year due to illness, but 53 attended. Charles W. Morton, of the Western division 

office in Oakland, Calif., and Ralph Mason, of the New York City office, were present and with 

Florence Trenk and Russell Wedgbury were seated with W. L. Stensgaard at the speakers’ table 
as the employes with more than I7 years of service— 
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Problems discussed by panel members in- 
cluded length of time display should be main- 
tained; theming windows to special promo- 
tions; relative costs of interior and window 
displays ; fashion tie-ins for intimate apparel, 
and display as a merchandising technique. 

Also appearing in the clinic were buyers, 
advertising executives and other retail per- 
sonnel who helped give a coordinated picture 
of the function of display in the intimate 
apparel market. 


NEW YORK DISPLAYS BID 
FOR SUMMER BUSINESS 


[Continued from page 37) 


window card which read: “Try the country- 
freshness of White punctuated with 
Black.” 
Essentially 
composition were the 
Franklin Simon's when Display Director 
Winston Jones presented “Bright Sun and 
this ts the look of the excit- 
ing new summer exclamation points in White 
and Navy from our Beach Shop,” as the 
card copy read. The frames of simulated 
looms were in unstained wood with the warp 
in black yarn highlighting an abstract design 
woven in dark green raffia spotted with a 
black-centered yellow eye, which befittingly 
seemed to make a nice tropical fish, 
The loom to the right used shuttles of drift- 
wood, Generous amounts of sand filled the 
floor and all of the 
wore a sun tan finish 
A simulated shop front finished to appear 
brick formed a un- 
cluttered setting at Lord & Taylor's when 
Display Director Henry Callahan devoted 
four similarly handled windows to Father's 
Day promotions. Interesting brass wire man- 
nequins in the two white 
new fashion described in the card 
“The trend is to Tartan—bright and 
with contrast—in a 
wrinkle 


Pique 
abstract and interesting in 
four windows at 


deep shade 


very 


abstract mannequins 


as whitewashed cool, 


niches showed the 
copy as 
hand 
some solid color won 
derful 
resistant.” 

Short whit 
gold rod 
window, the 
gray. “The 
in gold letters 
continued in the 
white urns and the white pebble filled floor 
“Father's Day June 18th is 
Dad is in the receiving line” 
on the card to the right 

In three Macy windows, quantities of open 
paper black sticks, were 
hung from the ceiling by black satin ribbons 


new fabric-lightweight and 
curtains, drawn back on a 
the background in the shop 
frame of which was painted in 
Man’s Shop” spelled out 
The pleasing simplicity was 
shrubs planted in 


were 
was 
green 


one day 


was the copy 


fans, all having 
and suspended at many different levels, One 


side of the fan was in black, the other side 


in gold, and a continuous siight motion 
created by concealed fans gave a nice rhythm 
to the John R 
Foley 

to left and right to frame the setting 
importance of Black” was the 


the window card 


scene. Display Director 
used white shutters in the foreground 
The 
message on 
For showing “Our very own Portrait Cot 
tons to put you in a perfect summer setting,” 
Display Director Villela at Altman's 
used three large portrait frames graduating 
in size and spaced from the right foreground 
to the backwall 
cutouts 


Louis 


These large frames, wall 


board with irregular edges, were 
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There's Always Something New 


At Decorative 


We 


are 


For Christmas 


celebrating our Fifty-Fourth Christmas by again 


showing traditional and modern Christmas Displays and Dec- 


orations with that fresh, distinctive “Decorative” touch. 


Visit us and see our latest creations 


spirit and appeal. 


alive with Christmas 


DECORATIVE PLANT 


CORPORATION 


136 WEST 24th STREET 


e NEW YORK 11, WY. 


WaAtkins 4-4405 





covered with a wallpaper fern pattern in 


pastel greens, yellows and blues on a white 
ground. The feeling of the 


continued in the introduction of 


summer setting 
many 
gros 
gen 
terns 


was 
bird cages suspended by wood-green 
with 


The 


window 


grain ribbon, the bows combined 


erous sprays of asparagus ferns 
used to edge the card 


in purple, dark green and 


were also 


The cottons were 
light green 

As handled by 
Moore, 
appealing 
Advanced 


Display Director Gene 


curtains made a cool and 


“Bonwit's 


blue fringe 
picture for 
Black Silks; narrow 
iced with Blue,” this lettered in the 
featured black The 
spac ed series of four curtains of ocean-blue 


presenting 
bare-armed 
sonwit 


blue on a streamer 


glistening Iringe were cut to torm an arch 


black 


and 


framing the mannequin; her 
with the ice blue hat 
In adjoining windows the 


way tor 
frock 


costume 


accented 
jewelry 
featured accessory color appeared in gloves, 
handkerchiefs, scarf, ete Blue lights bathed 
the backwall and the floor was in black and 
white squares 

Pearly open-air scenes which convincingly 
transplante d the spectator were also de picted 
Moore at Bonwit's, when the all- 
theme was presented as “Snow 
Coverings by the Sea”. Ocean backdrops 
in blues and white made background for the 
white pique flared swim 


by Gene 
white beach 


mannequin in her 
suit, the only contrast being her black velvet 
beach White poling supported a fish 
net canopy floor 


bag 


and the was covered with 


beach sand 











NATURAL 
FALL 


FOLIAGE 


FLAME PROOF — PRESERVED 
BETTER TYPE 


Red, Green, Brown, Two- 
Tone, Gold, Silver, 
Pearlized Branches 
Transparent Blends 
White — Red — Rust. 








@ OAK—Roping 6" mixed colors, 
10 yard lengths 

@ SMILAX—Red, Green 

@ MAGNOLIA—Green, Brown 

@ MAGNOLIA—Branch on wire 

@ FLOCKED ASPARAGUS FERNS 

@ CAT TAILS—Asst'd colors 

@ WHEAT—Asst'd colors 

@ SEA OATS—Asst'd colors 

@ THISTLES—Natural color 

@ MULLINS—Natural to 6 f+ 

@ LOTUS PODS—Heads only 

@ ARTICHOKES—2 type stems 

@ RUSCUS—AIll colors—flocked 

e@ BULL RUSH — All Colors 

e@ CEDAR — POLES — SLABS 

@ CORK — CHIPS — LOGS 

@ GRAPES — ALL FRUITS 

@ GRAPE VINE NATURAL 

@ STAKE WIRE — 14” - 3,” 
Artificial brown 

@ YUCCA STALKS — 4 to 7 ft. 

@ BABY'S BREATH — Natural 


colored 

@ SHEET MOSS — Natural 

e@ BOSTON — FERNS — FALL 
SHADES 

@ WOOD SHAVINGS—Fall colors 


@ COLORED EAR CORN with 
JACKETS 

@ DRIFTWOOD — All sizes 

@ MANZANITA — 
sizes 


@ SEA GRAPE LEAVES—Natural, 


wire-branched 


Branches all 


Write for Price List of Fall Flowers 
and Christmas tems 


ARTS aw FLOWERS* 


DISPLAYS, INC. 


Manufacturers Importers @ Crectors 
43 W. 56th St., near 5th Ave. 
New York City 19, N. Y. 


S. Re l eM 
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Til F 
RECURRING problem of displaymen 
has been the selection of window 


floor coverings which are = artistic, 
practicable and economical. To use ma 
terial which is easy on the budget has often 
been to sacrifice aesthetic and merchan 
dising effectiveness 
\ new material which meets specialized 
requirements for fashion merchandising 1s 
now being used by top display departments 
with imaginative results 
As used in window displays in some of 
New York 
asphalt tile 
modern and colorful setting for merchan 
dise, but meets the test of high flexibility, 


City’s leading fashion stores, 


flooring not only provides a 


easy handling and installation, variability 
of design and color combinations The tile 
measures up to another of today’s budget 
requirements of displaymen, for the material 
not only has brightness and attractiveness, 
but is flexible and durable enough to be 
used repeatedly and effectively in various 
promotions 

Fifth stores using “Kentile” as 
phalt tile leller, Lord & 
Tavlor and James McCreery It has been 


ivenuc 


include Bonwit 


used for such diverse items as spring hats, 


street dresses, negligees, evening gowns, 


women's shoes, sportswear and. structural 
furniture 
Kentile” is a product of David E. Ken 
| Inc., and is made in a basic 9 by 9 
and dec 


Borders, teature strip 


available 


picture-tiles are also 


as a permanent floor covering 
to its base by a powertul ad 


ut in temporary store window 


—Gene Moore, of Bonwit Teller, sets off 
Traina Norell's chartreuse chiffon evening 
gown agoinst a China silk background and a 
handsome floor of black and white marbleized 
asphalt tile Upper right, a custom-built 
floor to complete ao dining room setting of 
modern furniture with a custom-built look. 
Asphalt tile in checkerboord pattern is in 
keeping with the distinctive decor of this 
display at James McCreery— 
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Flooring 


plays adhesive is not used; the individual 
tiles are quickly fitted into place to form 
any desired pattern 

David FE. Kennedy, Inc., has arranged to 
cooperate with store display managers who 
wish to use “Kentile” by furnishing them 
with asphalt tile in any color or style, with- 
Details may be obtained by writ- 
ing to the Window Display Department, 
David FE. Kennedy, Inc., 350 Fifth avenue, 
New York City 


The tile will be loaned by local dealers 


out cost 


throughout the country, the only requirement 
heing that a card appear in the window with 
credit to the local source of supply 

At Bonwit Teller, striking effects were 
obtained by using black and marbleized 
white tile as a setting for a variety of 
high-style displays, including spring hats, 
negligees, Norell evening 
Emily Wilkens young fashions, and brocade 


lraina gowns, 
shoes 

Against a floor-to-ceiling background of 
glistening cellophane fringe, for 
Bonwit Teller 


example, 
showed seven small white 
spring hats. They were mounted on im 
standards 
which stood on white boxes decorated with 
black and white bird and flower prints. The 
“Kentile” flo 
leized white 


black and white motif of the window 


pressionistic glass and brass 


wr, designed in black and mar- 
block pattern, completed the 


The same floor tile pattern in the same 
was used as the setting for Traina 

I's chartreuse chiffon evening gown, 
pictured The mannequin stood beside 
carved antique chair of ebony, 


-floor chartreuse 


against 

draper ot 
a silk 

The James MeCreery 


ctural me 


window, shown here 
iddern mahogany furni 
rt black and 


ow-shuttered 


featured str 


e background 
ng The table set- 


lain white } 


modern dishes, 
sware, fruit centerpiece on 


Acces 


and tall white candles 
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SOMETHING NEW 


We Are Now Featuring Our Red and White 
Tubes In Diameters of 1” to 14” 


INCLUDE THESE TUBES AND CANES IN YOUR 
CHRISTMAS PROMOTIONS 


We have a complete line of cane tops to fit tubes. 


Available In Red and White and 
Red Metallic and White Stripes 


NEW 10", 12", 14" DIAMETERS — 


ALL LENGTHS — 3-4%2-6-9-12 Ft. 
F.O.B. CLEVELAND, OHIO 


See our jobbers or write or wire direct 
for price circular. 


MUTUAL DISPLAY MFG. CO. civ’ "ono 








sories included potted ferns, lamps with big 
black shades and carved pink bases, and 
modern metal reading lamps 

In a recent Lord & Taylor window, the 
stage was set to represent a summer supper 
party in a country house. Honey-blond pine 
furniture in simple modern design was used 
Instead of a single large dining table, 
several small ones were shown, each set 
with two places and place-cards for two 
Lime-colored linen cloth and napkins on 
one table were a contrasting background 
for coral-red dishes; sea-green linen was 
used on a second table with chocolate-brown 
dishes; a brown cloth on a third table was 
set with bone-white dishes The summer 
atmosphere was emphasized by such acces 
sories as glass hurricane lamps and wooden 
tubs planted with tree geraniums The 
floor was covered with asphalt tile in a bold 
checkerboard pattern of alternate block 
# red and marbleized beig« Each square 
was composed of four 9-inch tiles, making 


effective 18-inch checkerboard blocks of 
color which harmonized pertect 


coloring of furniture and table-set 


First Display Firm 
To Use Television? 
What is believed to b 


i display firn 


ents 
sumer demand tor 


Ss ornaments 








eautifjul.. Lr’ y 2 
agit —— 


STOCK RUBBER DISPLAY PIECES 
TO FIT INTO YOUR DESIGNS 








No. 30!1—Full-round Ram's 
Head, 14'x714"'x4" 
$10.00 
No. 302—Right and Left 
Ram's Head, 14''x7'4" 
x2" $10.00 pair 
Finished in black with 
white antique. 


Special finishes available 
upon request at slight 
extra cost. 


Created by the 


nationally renowned 
se Iptor 5s au wrers 
Dick Wiken TRI-TIX, Inc. 5. 85000 cron oct 
3745 N. PALMER ST., MILWAUKEE 12, WIS. 
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THE WORLD'S FINEST 
MANIKINS 


Write or call for a beautiful 
Gravure brochure Illustrating 
Twenty-four La Femme Natur- 


elle beau mondes. 


beau monde, 
KEHOE DISPLAY FIXTURE CO. 


541 MARKET STREET SAN FRANCISCO, CALIFORNIA 
MR. WM. E. KEHOE, exclusive Korrect-Way distributor 

















FINER QUALITY AT A LOWER PRICE! 


Bases and uprights finished in NEW ice blue No. MDS9 
enamel. Adjustable height wire clamps finished . gpm 
in rust resisting “Silvertex” plate. Substantial “ 
round bases. Made entirely of steel. 


CHOICE oF 2 sizes 95 
No. MD60 and MD59 dor 


LARGE sizemors........ $995 
doz 


TWELVE Packed TO A CARTON 


ART R. COHEN COMPANY 


Mod Displ E ent 
odern Display Equipmen or 


810 Penn Ave Pittsburgh 22, Penna Adjustable 12” to 23 No. MO78 
Adjustable 15” to 29” 
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Aetna Plywood Announces 
Pre-Bleached Veneers 

New pre-bleached veneers announced by 
Aetna Plywood & Veneer Company, Chi- 
cago, simplify the process of color finishing 
and protect the color application for mod- 
ern store display fixtures. The use of ply- 


wood made with pre-bleached veneers in 
the display field, as well as in’ the manu- 
| facture of store fixtures, is easiet, safer and 
| proves to be less expensive than the use of 


surface bleached veneers, all factors con- 


| sidered, the company states. 


Pre-bleached veneers are bleached through 
and through the wood. All the original 


| pigments and minerals which affect colors 


are permanently removed, preventing any 


| possibility of original wood colors ever 


bleeding through. This provides a smooth, 
reliable surface with all the beautiful 
natural grain and life of the wood retained. 
True durable colors can be obtained with 
certainty of results. 

“Aetnaply” pre-bleached hardwood veneers 
are available in oak, walnut, mahogany, 
bird's-eye and plain maple, birch and many 
others A sample of this new product in 
bleached comb grain white oak veneer, 1/28- 


| inch thick, is available by writing to Aetna 
| Plywood & Veneer Company, 1741 North 


Elston avenue, Chicago 22 


| Sjursen Is Speaker 


Before Ad Group 


Joseph Sjursen, who is in charge of dis- 


| play for Frederick & Nelson, Seattle, was 


guest speaker at a recent luncheon meeting 
of the Spokane Advertising and Sales As- 
sociation. “Display, the indispensable tool 
of the retailer’ was the subject of his talk 


Department 


| Of Correction 


In an item in the June issue, the name of 
Al Kien was inadvertently given as “Klein” 


| Kien has joined the sales staff of Colonial 
| Decorative Display Company, Inc., New 
| York City, and will cover Ohio, Kentucky, 


Illinois and West Virginia. 


Garrison-Wagner Issues 


| 96-Page Catalogue 


Catalogue No. 229, covering fall displays, 
has been issued by Garrison-Wagner Com- 
pany, 2018 Washington avenue, St. Louis 3, 
and will be sent on request. It contains 96 
pages, listing and illustrating all types of 
display materials and equipment for autumn. 


Baileys Attend 
Market Week 

Among those attending Display Market 
Week in New York City recently were W. C. 
Bailey, Jr.. president of the Reyburn Mfg 
Company, Philadelphia, and hi¢ son Donald; 
the latter graduated from college a_ short 
time ago and has joined Reyburn 


Leo Prager, Inc., 
In New Location 

Leo Prager, Inc., New York City, is now 
located in a fine modern showroom at 153 
West 23rd street 


Cn re 


PEI RE 


aie 


TOE eae ty eT, 
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DISPLAY BUDGETS 


[Continued from page 25) 


mind, he may arrange to spend the greater 
portion of his allotment on that promotion, 
balancing it by curtailing elsewhere. His 
program is flexible within the boundary of 
the six months’ limit. 

Salaries are not included in the operating 
display budget for the store just discussed 

Still a third New York City store has in 
effect no exact budget. A figure is tabbed 
ior display in making up the overall operating 
expense program, but this figure serves main- 
ly as a springboard from which ‘to function 
In operation, display’s allotment is determined 
by a great number of factors. ‘To merition 
a few: What are the specific needs for dis- 
play in the general promotional program of 
the store, what new plans are being mapped 
for expansion of the company which might 
include adding new stores to the organiza 
tion or revamping one of the older shops, or 
what special event does display have in mind 
for promoting the store, or what exciting 
projects the display department plans for its 
regular work. 

In other words, the display department is 
operated on an extremely flexible program 
which means trimming sails when trimming 
seems advisable, but which might mean a 
relatively heavy outlay for some specific, 
large scale promotion; thus the display de- 
partment is geared both for the special pro 
motional activities and the routine work 

At R. H. Macy & Co. the budget for dis- 
play is based on last year’s figures, plus al- 
lowances to cover special plans for the com- 
ing year 

With such an enormous organization, win- 
dow and interior displays are divided into two 
entirely separate departments, each with its 
own individual schedule and program 

Within the frame-work of the budget for 
each division, the budget is broken down with 
allotments set aside for specific items, such 
as an allotment for mannequins, one for fix- 
tures, another for repairs on mannequins, and 
so on. Salaries are included in the budget. 

In general, displaymen themselves are in 
favor of budget programs. John R. Foley, 
window display director of Macy's, comments 
that he does not see how anyone can do a 
workman-like job without one. | His remark 
seems typical of the general opimion held by 
displaymen elsewhere 


Clem Kieffer Wins 
True Contest 

First prize of $100 in the spring fashion 
window display contest conducted by True 
magazine has been awarded to Clement 
Kieffer, Jr., The Kleinhans Company, Buffalo 
Second place and went to Harry H 
Kramer, Levy's, Nashville, while a tie for 
third prize resulted in $50 each being received 
by Ted W. Eenigenburg, Bovenkérk’s, Chicago 
and George L. Heidt, Crowley, Milner & 
Co., Detroit 


DePinna's Engages 
Free-Lance 

Without a display manager since the recent 
resignation of Sam Smith, DePinna’s, New 
York City, has retained Walter Smith to 
handle its displays on a free-lance basis. 
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Ideal for use in 
small display areas 
is this life-size 
Laughing Santa 
seated on a throne. 


“ia GARKOMER diyeliiy,/ 


The smaller version of the famous 
Giant Laughing Santa. Used with sound equipment, 
this Santa has a hearty laugh that combines with 


realistic action to make him a real crowd stopper. 


Season lease price—$375.00 


F.O.B. Pittsburgh, Pa. and prepaid return. 


For further information on this 
or any other type animated unit write . . . 


> MARDNER Lockeys 


Retail Stores Division 
5001 Boum Bivd., Pittsburgh 13, Pe. 











Something New Has Been Added 


NOW. .. ( EXPANDED PUFFING FOIL IN COLORS 


Bright red, green, blue, gold and silver, af! with bright silver on the reverse 
e 


sid 


3 There'll be a sparkle in every display artist's eye when he sees the three 
dimensional display applications possible with R-P Expanded PUFFING Foil 
It's ideal for creating cloud effects, for bows, and perfect for a light reflecting 
floor base to set your mannequins or merchandise in an aura of sppealing light 
R-P Expanded PUFFING Foil is fire proof and can be had in 25" x 50’ rolls as 
well as jumbo-sized rolls 


Ask your display jobber obout R-P Exponded PUFFING Foil Somple on request 


RESEARCH PRODUCTS CORPORATION 


1015 East Washington Avenue Madison 10, Wisconsin 











it's YOUR GOLD — 

represented by the 

costly merchandise, 

displays, fixtures, 

etc., in 

OOWS. And it needs protection against damage 
caused by sunfading 


NOW! 
THE SUN SHADE COMPANY 


announces a brand new development 


HEAVY GAUGE 


NO MORE WRINKLES 
After years of extensive research, the Sun Shade 
Co. has “discovered’’ Gold — CLEAR GOLD! This 
revolutionary new Sun Shade color keeps OUT the 
sun's damaging rays lets shoppers see IN. 


p Gueranteed Sun Fading Protection 
‘gi? Greatest Transparency Yet Achieved 
“BS Enhances the Beauty of Your Window 
-@; An Exclusive Sun Shade Product 


BEWARE OF ‘FOOL'S GOLD 


Like gold, there is only one genuine SUN SHADE 
Yet there are many imitations — with similar looks 
or even similar sounding names. Beware of these 
imitations — for you DON'T GET A SECOND 
CHANCE WITH SUNFADING! As always, it pays 
to buy the best! 


THIS TRADE-MARK 
is YOUR Fully 


UNCONDITIONAL Penn 


GUARANTEE 


Ve tebe bbe hates 


(COLD: for JOBBERS 


throughout the 
selling SUN 
exclusive 


Hundreds of dealers and agents 
country are making BIG profits 
SHADES. Write today for details on 
territories in your area 


FREE! Send for Samples Today! 


the new CLEAR GOLD 
a copy of your brochure 


Please send samples of 


SUN SHADES. Also send 
Store Name 
Per 


Address 


City 


THE SUN SHADE CO. 


78183-8353 Chanceilor Ave 


soneeecesseres, 


Irvington 11. New Jersey 
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Melnicove Elected 
VMG Chairman 

Hardld Melnicove, The Hecht Company, 
Washington, was elected chairman of the 
Visual Merchandising Group of the National 
Retail Dry Goods Association at the annual 
meeting of its board of directors, held during 
Display Market Week in New York City. 
This unanimous decision on the part of the 
board was followed by the election of addi- 
tional officers as follows: Louis A. Banks, 
The White House, San Francisco, first vice- 
chairman; John N. Boulware, Miller & 
Rhoads, Richmond, vice-chairman ; 
Reed Schlademan, The Fair, Chicago, secre- 
tary; Adrian Delsman, The Famous-Barr, St 
Louis, treasurer 

The newly created office of chairman of 
the Executive committee of NRDGA's Visual 
Merchandising Group was filled by the elec- 
tion to that post of W. Arthur Gray, Lans- 
burgh & Brother, Washington, who had been 
chairman of the VMG since its inception. 
Gray will also assume the position of mem- 
ber of the advisory committee of ex-chair- 
man to the Group's board. 

Howard P. Abrahams continues as 
Irving ¢ 


second 


man- 


ager, and Eldredge as assistant 
manager 

Among those at the meeting were, seated, 
left to right: May Stern, assistant manager 
of the Sales Promotion Division; Findley 
Williams Roebuck & Co., Chicago; 
Apolinsky, Loveman, Joseph & Loeb, 
Arthur Henry F 
Taylor, York; Lee 


( ompany, 


Sears, 
Joseph 
Birmingham; W 
Callahan, Lord & 
W. Court, Wm 
Boston: Sidney 
New York 
Boston 
Standing are 


N. Be 


Gray; 
New 
Sons 
Fifth Avenue, 
H. White's 


Filene’s 
Ring, Saks- 
James Gosling, R 
Abrahams; John 
Eldredge Reed 
Vollmer, Joseph 
Robert I 

orkle, L. Bamberger & New 

Dudley B. Pope, Davison-Paxon Com 
pany, Atlanta; Harold K. Melnicove; | 
\. Banks Adrian Delsman 


Howard P. 
Irving ( 
Lawrence 
Pittsburgh; 
Company, 


vulware 
an; EF 


ne Company, 


1S 


and 


Kenmore Metals Brings Out 
New Type Chromed Rods 

\ new of chromed steel rod provid 
bright corrosion resistant finish suit- 
bending, forming, spot welding, butt 
swaging without damage to the 


type 
ing a 
for 
Id 
welding or 


able 
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chromed surface has been announced by the 
Kenmore Metals Corporation, 380 Ninth 
street, Jersey City 2, N. J., according to 
Eugene Roth, sales manager. 

“The new type of chromed rod,” Roth 
said, “provides a preplated, workable ma- 
terial which combines the features of high 
lustre chrome finish, corrosion resistance 
approaching that of stainless but 
easier fabrication than stainless, with rela- 
tively low cost availability. For these rea- 
sons it is particularly well suited for the 
manufacture of display stands and many 
other formed rod applications.” 

The Kenmore chromed rods are produced 
by a two-step electroplating process in 
nickel is first bonded perfectly to a 
rod. Chromium is then electroplated 
over the nickel to provide a hard, high 
lustre, permanent finish. The use of nickel 
underplate, which will not chip or flake, 
provides a corrosion resistant base which is 
permanently bonded to the steel core and 
the chromed surface. In addition it con- 
tributes to the physical properties of the 
chromium plated rod which make the prod- 
uct suitable for a wide range of bending 
and forming operations hitherto difficult or 
impossible with preplated material. 


steel, 


which 
steel 


“How To Attract Attention 
Through Animation” 

“How to attract attention through anima- 
tion” is the subject of a new film for all 
executives interested in the visual and sound 
presentation side of display, expositions and 
trade shows. This well motion 
picture shows 31 basic animation mechanisms 
Phe 
duced to 
range of 

catching animation 
Emphasis is given throughout to what can 
to do it. Numerous ex- 
color, show major 
reliable mechanisms 
The film clearly 
demonstrates the three major types of anima- 
mo- 


organized 


film, the first ever made, has been pro- 
vast 
for 


help executives visualize the 


devices and motions available 


eye 


and how 
full 
utilize 


he 


all in how 


ke 1¢e, 
les, 


amp 
lisplay 


designers 
to obtain memorable effects 
animation of light, animation of 
of sound 


tion 
tion, animation 

The producer of the film is Gale Dorothea 
Mechanisms. Several prints of the film are 
available for group viewing ; arrangements can 
be made for showings by writing the firm at 


Jackson Heights, Long Island, N 
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Display Contest Announced 
By Wool Bureau 

A total of $1,000 in United States savings 
bonds awards will be presented by The 
Wool Bureau, New York City, to display 
directors of specialty shops and department 


stores throughout the nation for the 26 best | 
window or interior displays featuring fash- | 
ion-right qualities of wool from now until | 


October 15th. 


Judges for the contest will be Lester Gaba, 


display consultant, R. C. Kash, editor, DIS- | 
PLAY WORLD, and Mrs. Michelfe Murphy, | 


curator of industrial design, Brooklyn 
museum. 

All displays entered in the contest should 
be based on the promotion slogan “Wool 
is a Natural for Fashion” or an adaptation 
of this theme woven around the specific 
fashion of the garments being featured. 

Identical prizes are being offered for the 


best specialty shop and the best department | 


store displays. The double list of awards 
is as follows: First, $250; second, $100; 
third, $75; ten honorable mentions, $25. 


All windows entered in the contest are | 


expected to show wool merchandise which 
may be from any of the women’s wear, 
children’s or infants’ ready-to-wear depart- 
ments or from the yard goods department. 


Only displays that have been on exhibit for | 


at least four days are eligible for the con- 
test. Entries will be made with one or more 
black and white photographs marked on the 
back with the name of the contestant, store 
and city; 8 by 10-inch glossy photographs 
are preferred. Results of the contest will be 
announced November 15th 

Notice of the display contest is now being 
mailed to retail stores throughout the nation, 
or full details may be had from The Wool 
Bureau, Inc., 16 West 46th street, New York 
City 19. 


Guest Speakers Address 
Houston Display Club 

Fifty members of the Houston Display 
Club heard two guest speakers at their June 
meeting. W. J. Wallace of the Houston 
Retail Merchants Association spoke on “Dis 
playmen are Salesmen.” “The Transition 
of Display” was the subject of C. L. Mixon 
of The Houston Post, past-president of the 
Ad Club. 

President Glenn Hicks presided and intro 
duced the guests. Refreshments were served 
by Mrs. C. L. Clark, Mrs. C. Pittinger, and 
Mrs. G. Dunstan. 
Milwaukee Club Closes 
Series Of Meetings 


The June meeting of the Milwaukee Dis 


play Club, the last one in the 1949-50 series, | 
was held on the 27th at the Blatz Brewing | 


Company. Entertainment was furnished by 
the display staff of the Boston Store 


COMING UP 


National Farm Safety Week July 23-29 | 


Anniversary of Japanese Surrender. Aug. 14 


National Aviation Day Aug. 19 | 


Child Foot Health Month... Begins Sept. 1 
Labor Day Sept. 4 
National Tie Week Sept. 8-17 
National Home Week Sept. 10-16 
Nationally Advertised Brands 

Week Sept. 15-25 





DISPLAY WORLD 


“Plato 


expressed beauty! 


Mannequins of character that do more than 
display your merchandise. Forms of grace and 
elegance that enhance the finest detail 


of the garment. 


It's Open House 


American Model Form Company, Inc. 
38 Greene Street, New: York i8: N.Y. 








FIRST IN SIGNS 


WHETHER IT’S CHANGEABLE 
LETTER, NAME STRIP or CORK! 


Write today for Acme’s FREE folder. 
“Selling Through Suggestion”, and the 
latest Acme catalog on bulletin boards, 
directories and changeable letter boards 
for department store cafeterias. There is 
no obligation and no salesman will call. 


37 EAST 12™ STREET 
NEW YORK 3, N. Y. 


> BULLETIN COMPANY| 
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Keep your SHIRTS & PAJAMAS neat 
and clean with HENRY'S Low Priced 


your wares 
on these 

New One 
Piece Trans- 
perent Molded 
Plastic Trays. 
They have “pull- 
out” handle and 

size card holder, 
and sliding rails 

on bottom, that 
prevents scratch- 
ing. Dress up your 
shelves . Display 
your merchandise 
correctly! 


« 
NOW aveileble: 
Henry's Rainbow Plastic Pajeme Troy: 
Sock & Tie Trays. 16" long, x 12" 
. 








We are the leaders in the Plastic 
Hanger Field, making over 60 
we in hangers; and a new line 
of Plastic Sock and Tie Trays and 
Stock Boxes. We are as always, 
equipped and ready to serve you. 





JOBBERS INQUIRIES INVITED! 





f 


The HENRY HA 


NGER CO of AMER Inc 








f 


FASHION-RITE 
display 


 arranjayS wigs 
t New Y k, New Y . 
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Bulkley, Dunton Offers 
Fall, Christmas Catalogue 

\ beautifully done, elaborate catalogue of 
display and gift wrap papers for fall and 
Christmas, 1950, has been prepared by Bulkley 
Dunton & Co.,, Inc., 295 Madison avenue, New 
York City 17, and will be sent free if 
requested on firm’s stationery. 

The inside and back covers of the catalogue 
shew a montage of displays for the two 
seasons. Each page bears a large swatch of 
the featured papers, which range from multi 
color stripes through seamless, leatherettes, 
wood reproductions, foils, and numerous 
others 

Pictured here are four patterns from the 
new line At the upper left is “Bulkton 
Ornament”, 26 inches wide and available in 
rolls ranging from 25 feet to 278 yards, in 
red, green, silver and fuchsia. The plaid 
design is in two colors on white, with thre« 
combinations available; roll sizes range from 
50 inches in width by 25 feet long to 50 inches 
by 250 yards. “Comet-Weave” is shown at 
the lower left, to be had in seven colors in 
50 inch width The last design is “Wavy 
Stripe”, 
is a foil with shimmering highlights 


26 inches wide, in seven colors; this 


Plans Nearing Completion 
For 1951 Valentine's Day 


The National Valentine’s 
program for next year’s Valentine’s Day ob 


Day Council 
rapidly completion 
Shockey, executive di 
“Valentine's Day,” 


servance is nearing 
according to Ralf 
rector of the Council 
Shockey said, “is an increasingly important 
affords the oppor 
volume at a_ time 


promotional event It 


tunity for extra sales 
mid-way between the Christmas and Easter 
peaks.” 

\ jury of judges, chairmanned by Howard 
P. Abrahams, manager of the Sales Promo- 
tion Division and the Visual Merchandising 

National Retail Dry Goods Asso- 
met recently at the Council's office 
the official 1951 Valentine’s Day 
It is in full color and bears the 1951 


The Davy for Those You Love.” 
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In a heart-shaped device the poster shows 
a boy and girl carving their initials on a 
tree while a young couple look on. The 
poster will be available for stores and 
manufacturers who desire to use it. 

\ promotional kit on how to sell gifts for 
Valentine’s Day will be completed and re- 
leased this summer. The Council is located 
at 350 Fifth avenue, New York City. 


Williams’ Showroom Presents 
Dramatic Settings 

Among the most memorable sights seen 
by displaymen attending Display Market 
Week in New York City was the showroom 
of D. G. Williams, Inc., 498 Seventh avenue. 
The sets were romantic, sophisticated and 
dramatic. There was a gondola in Venice, 
with lights along the canals and lights tint- 
ing windows in the buildings of St. Mark's 
Square. There was a “rose tree” hung with 
money and champagne cocktails—symbolic 
of “Gentlemen Prefer Blondes.” There were 
“City Silhouettes,” skeleton structures of 
dowelled hardwood in thicknesses from a 
No. 8 wire up to 1 inch in diameter, against 
a night sky background. 

leen-ager mannequins were seen singing 
in the woods, while the firm's “Jills” were 
lighted like Christmas trees with the lights 
running down their chiffon skirts. “Ladies 


of the medieval cone- 


tl Renaissance” wore 
shaped headgear with veils attached, and 
stood 


candelabra, arms holding 


gazed through golden telescopes or 
among elaborate 
Christmas 
h 


climbing monkeys, white 


1 


and a kaleidoscope in which expand 


flowers € xplode d 


Kemper Allison Joins 
Claude D. Adams 

Kemper M. Allison has Claude 
D. Adams & Co., New Canaan, Conn., as 
n display 


joined 


sales representative. He will call « 
executives in the re 
Allison 
advertising manager and had 

Purdue university. 
He makes his home in Columbus, Ohio 


and sales promotion 
tailing and manufacturing fields 
is a tormer 


specialized training at 
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Russell Kehrt Wins 
"Old Gold" Contest 

First prize in the national display contest 
sponsored by the Sapphire Hosiery Corpora- 
tion, New York City, and the P. Lorillard 


Company for “Old Gold” hosiery has been | 


awarded to Russell Kehrt, Jenny's, Cincin- 
nati. The judging was done at a luncheon 
at the Waldorf-Astoria on June 28th by 


DISPLAY WORLD 


THE “SIGMPRPESS” 2230, sz 
| POSTER MACHINE 
| FEATURING: SPEED .. . SIMPLICITY . .. LOW OPERATING COST 
... LONG LIFE 


Used for over fifteen years by leading national chains. Many have from 50 to 500 or more in use. 
MADE IN THREE SIZES . . . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 





Irving Eldredge, assistant manager of the | 


Visual Merchandising Group, National Re- 
tail Dry Goods Association; William Pahl- 
mann, designer; Lester Gaba, display con- 
sultant, and R. C. Kash, editor, DISPLAY 
WORLD. Alden James, advertising man- 
ager of Lorillard, and Mrs. Adele Abel, pub- 
licity director of Sapphire, presided at the 
luncheon 

Second prize went to Maurice Swander, 
Younker’s, Des Moines, and third to Howard 
Backer, Stix, Baer & Fuller, St. Louis. Ten 
additional prizes went to the following: Don 
Ruffin, Kaufman's, Colorado Springs, Colo. ; 
John L. Sorenson, Battelstein’s; Houston; 
Gardner W. Rutherford, Frances Shop, 
South Bend; Robert Seaman, ‘The Style 
Shop, Lansing, Mich.; Raymond (3. Graeber, 
L. L. Berger Company, Buffalo; Ken Turney, 
Chas. Livingston & Sons, Youngstown, Ohio; 
Tom Thedford, Miller Brothers, Chat- 
tanooga; Frank Foyt, Sakowits Brothers, 
Houston; O. Springer, H. P. Wasson & Co., 
Indianapolis, and George H. Tuell, Byck 
Brothers, Louisville 


Displayman Elected 
To City Council 


Well known locally for his interest in 
civic affairs, Robert H. Clarke has been 
elected to the city council of Danville, Va 
He has been display manager for L. Herman, 
Inc., for the past 16 years. During that time 
he has twice been president of the Exchange 
club, a national civic organization; president 
of the Junior Chamber of Commerce, and 
commander of American Legion Post No. 325 
Clarke was the recipient of the Junior 
Chamber of Commerce's “Citizen Award” in 
1947 

In the recent election there were 15 running 
for city council, with nine to be elected. The 
youngest (35) man ever to seek a council 
seat, Clarke wound up with the fourth highest 
number of votes among the 15 candidates, 
giving him a four-year term in office 


Comprehensive Catalogue 
Released By Marcus 

\ fall and Christmas display catalogue, 
totaling 104 pages, has been released by 
Marcus Window Display Service, Inc., 114 
Lincoln street, Boston 11, and will be sent 
free on request. Items are showa from lead 
ing display lines, fabrics and paper swatches, 
novelties, fixtures, accessories, and set-pieces 
from Marcus’ studio, The catalogue contains 
more than 600 illustrations 


Dave Hamberger 
Father Of The Bride 

Gladys Hamberger, daughter of Dave 
Hamberger, who is head of the New York 
City disolay firm of that name, was married 
to Josepo A. Trommer, Kingston, N. Y., on 
Saturday, June 24 























DISPLAY EQUIPMENT CO. | 


BOX G-144 ADRIAN, MICH. 











“Duck Pattern” 
Velo-Print Paper 


A striking all over pattern reproduced in 


a variety of combinations of silk screen 
and flock effects. 
No. FDP-1—Goldenrod background with 
Copper painted stripes. Duck and design 
in combination of Cardinal rayon flock 
and Cream paint. 
No. FDP-2-——-Tan Bark background with 
pa ie Gold painted stripes. Duck and design 
Seren 9 : in combination of Wine rayon flock and 
Cream paint. 
No. FDP-3-—-White background with Cop- 
per painted stripes. Duck and design 
in combination of Rust rayon flock and 
Blue-Green paint. 
Rolls 52 in. wide by 25 feet. 

Per roll $14.95 





Samples of other Velo-Print papers 
sent on request. 


96-Page Fall Catalog Now Ready 
Write for Catalog No. 229-W. 


—— GARRISON-WAGNER CO== 


2018 Washington Avenue St. Louis 3, Missouri 
America's Most Complete Line of Display Materials 
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DINGLEMAN 
PRODUCTS 


509 West 56th Street 
New York 19, N. Y. 


Tel.: Cl. 5-5447 


A Division of Feder Industries 


FALL CREATIONS 


processed on Autumn colored 
No Seam Paper 


PRINTED STRIPES 


14"—3" on 52" No Seam 
4 "—6" on 107" No Seam 


METAL COLOR STRIPES 
on No Seam Papers 


Complete line of 


TINSEL PATTERNS 
FOR XMAS 


See your local jobber 





| charge of sales and promotion. 














Heavy Duty 24" x 5" JIG SAW 


Fast, clean, accurate, vibration 
less contour and straight cutting 
neerted blade work and heavy 
jig sawing, 50% longer blade 
stroke cuts thicker stock faster 
Only 24 ji saw that cuts 
materials up to 5” thick, 

and the only one capable 

of using any blades 5 

to 9 long 

s easily, quickly in any 


Produces let 


from 3° out of 44 

to 12 from 3 
Blades may be 

turned 0 for ripping 
long stock. Oversize 20 
x 20” highly polished, cast 
iron work table 
tilt te 45 


Two-way 
High quality 
construction throughout 
sold through = industrial 
supply distributors in 
most cities 


BOICE-CRANE COMPANY 
994 CENTRAL AVE + TOLEDO 6,0HI0 | 


! Please send free literature on Boice-Crane 


I 
| (C) Jig Sows (DD Bond Sows | 
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Natt Levy, Baltimore, 
Expands Operations 


Herman Mattocks and Milten Rosenstein 


| have been added to the sales force of Natt 


Levy, 5 South Hanover street, Baltimore 1, 
due to a steady increase in the firm’s volume 
of business. Lenn Levy, with the firm for 
ten years (except for a period of four years 
spent in the Marine Corps during the war), 
has been advanced to general manager in 
With Mac 
Winston and Natt Levy, who has been in 
display for 18 years and operates the two 


| floor showroom in his four-story building, 
| the company now has a fine group of ex- 


perienced men in the field. The firm dis- 
tributes all forms of display materials and 
equipment. 
Float Decorating Materials 
Catalogue Is Released 

Fifty-six sketches of suggested float de- 
signs are included in the colorful 16-page 
catalogue just released by Vaughn Displays, 
Inc., 15 East Franklin avenue, Minneapolis 4, 
and which will be sent on request. The 
catalogue illustrates all types of float and 


| automobile decorations as well as papier 


mache figures for float use, pennants and 
lodge emblems. Also illustrated are a num 
ber of floats from well known festivals. 
Lowell Volz Elected 
By Chicago Group 
Succeeding Margery Smith, Edgar A 
Stevens Company, Evanston, Lowell Volz has 
been elected president of the Chicago Dis- 
play Club; he is with the Walgreen Com 
pany. Jim Cummins, free-lance, was named 
first vice-president; Hildon H. Haney, Craw- 
ford Department Stores, second vice-presi- 
dent; Robert Valentine, Crawford's, treas- 
urer, and Howard Larson, Wieboldt Stores, 
Inc., was reelected secretary 
Keerns To Travel 
New Territory 
Representing Cook & Meier, Chicago, Gor- 
don Keerns has been transferred from the 
mid-West to the South and Southwestern 
territory. He is well known in the field of 
design 


Rose Takes Over 
At Milgrim's 

Formerly with Lord & Taylor and operator 
firm, Paul Rose has 
joined Milgrim’s, New York City, as display 
director. He succeeds Robert O'Connor. 


of his own display 


Design Built Studios 

Changes Location 

Built Studios, Inc., creator and 
manufacturer of exhibits, displays, dioramas 


Design 


and showrooms, has moved its offices and 
plant from Flushing, L. I. to new and larger 
quarters at 21-21 4Ist avenue, Long Island 
City 1 


Daughter Born 
To Koberts 

Congratulations are being received by Hy 
Kobert, affiliated with Samuel C. Dutch & 
Son, Buffalo, on the birth of a daughter on 
July 5th. The baby has been named Marcia 
Lynn 
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"Stikwik'' Mirror Tiles 
Introduced By Radiant 

Radiant Glass Fibers Company, 11 West 
29th street, New York City 1, has placed on 
the display market a new product called 
“Stikwik Mirra Tiles” which have manifold 
uses. Actually glass mirrors 4% by 4% 
inches in size, the tiles are easily and quickly 
applied to any flat surface by removing a 
protective paper from the back and pressing 


—''Stikwik"’ self-adhering mirror squares as 
used for a back-bar area— 


the tile into position. A putty-knife or sim- 
ilar instrument is necessary to remove them, 
but they can be re-used if desired. It is 
said that they make possible mirroring en- 
tire wall surfaces at a cost of about one- 
fourth that of covering a similar area with 
regular mirror 

Also announced by Radiant is self-adher- 
ing “Stikwik Mirra Trim” edging, consisting 
of 44-inch squares of mirror in an 8-tfoot 
roll; it will stick to flat, concave or con- 
vex surfaces and can be snipped off to any 
length desired. 

\ third innovation is seli-adhering, an- 
tique mirror squares which come in subdued 
tones of gold, blue, smoke and silver com- 
bined in a tortoise shell effect. They may be 
had in 7-inch squares 


Seager Heads Display 
For Buffalo Firm 

Succeeding Charles Ertell, who resigned 
in order to move to Florida, Jack Seager 
has been named display manager of Spohrs 
Department Store, Buffalo. He had been 
with the display department of Oppenheim 
Collins, of the same city 


John Byron Joins 
Natural Creations 

John Byron has joined the selling staff of 
Natural Creations, New York City, and will 
cover New York, Ohio, Illinois, Indiana and 
Pennsylvania. Jack Coan, head of the firm 
who formerly traveled the territory now as- 
signed to Byron, will cover the South. Byron 
formerly ran his own display business and 
at one time was in charge of display for 
Ware's, New Rochelle, N. Y¥ 
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Gault Is Appointed 
Assistant At Halle's 


Announcement is made by Tory Cipolla, 
display director of Halle Brothers Com- 
pany, Cleveland, of the appointment of Ar- 
thur Gault as assistant display manager in 
charge of windows. Cipolla also confirms 
the appointment of Patricia Hetrick as as- 
sistant display manager in charge of in- 
teriors. This completes the management of 
the Halle Brothers display department 

Miss Hetrick has been with the firm in 
the display department for the past two 
years. Prior to that she was similarly em- 
ployed at LaSalle & Koch, Toledo. Gault 
served with the display department of Car- 
son Pirie Scott & Co., Chicage, for nine 
years and was recently in charge of display 
for Chas. A. Stevens Company, Chicago 
He began his new assignment with Halle’s 
on July 10th. 


Dies While En Route Home 
From Market Week 


George F. Kucharo, head of a well-known 
display firm in Des Moines, died suddenly 
on June 30 at the age of 55. He and Mrs 
Kucharo, with their son George and _ his 
wife, were returning from Display Market 
Week in New York City when Kucharo be- 
came seriously ill in the vicinity of Bowling 
Green, Ohio. He was rushed to the State 
university hospital there, but died a few 
hours later. 

Kucharo entered the display field at the 
age of 15 with J. Mandelbaum & Sons’ de- 
partment store in Des Moines, iater becom 
ing display manager of the firm, When the 


store went out of business 17 years later 


he entered the selling field as a representa- 
tive of Hugh Lyons & Co., Lansing, Mich 
Twelve years ago he established his own 
business as jobber of display fixtures and 
equipment, which he continued until his 
death 

Mrs. Kucharo has been closely associated 


with her husband in the business and with | 
their son George H. (Bud), who joined his | 


father in 1946 after his discharge from the 


navy, will carry on the business in the same | 


way as before. 
Minshew Wins $200 
In Contest 


First prize of $200 in a display contest held | 


by Morgan-Jones, Inc., among department 
stores, has been awarded to G. A. Minshew, 
W. A. Green Company, Dallas. H. R. Pat 
rick, McAtee, Lyddane & Ray, Owensboro 
Ky., won second place and $106, while Eldon 
4. Dixon, Dixon Taylor Russell Company 
Provo, Utah, and Lee Cave, Froug Company, 
Pine Bluff, Ark., won third and fourth prizes 
of $50 each 


“Femme Form" Announced 
By Red Wing Products 


A new torso form of clear. thick plastic 
has been announced by Red Wing Products 
Bellerose, N \ 

Form.” Fitting any stand, the form tilts 
and swivels, and is said not to peel, chip 
crack, or discolor 


under the name of “Femme 


Details are available 
from the company on request 


Or 
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DISPLAYS 
UNUMITED / 


You can create unlimited settings or use this display 
set as separate elevators for windows or interior 
counters. One price buys limitless display! 

3 platforms: 56" x 32"°—32" x 18"°—20'4" x 16"—1'/2" edge. 


Natural oak and fumed. 


15 legs: 7-7" legs; 4-15" legs; 4-231." legs. All equipped 
with metal Patented Arrow plates for interchanging. 


Order as FP-20 


Write for latest free catalog 


SOLD ONLY THROUGH YOUR 


$59.50 per set 


inquire — ARROW DECORATING & 


F. O. B. Phila., Pa. 


FIXTURE DISTRIBUTOR 


FIXTURE CO + PHILADELPHIA 40, PA 











Complete Display 
Exhibit at 
CINCINNATI 


We maintain at all times a complete pre- 
sentation of everything new in foliage, 
flower and plant decorations and other 
display accessories. Visit our beautiful 
showroom in our own seven-story building. 


COMPLETE LINE 


of display decorations for seasonal use 
and special events. Our Fall line now 
ready. Our salesmen can be of great as- 
sistance to you. See them when they call. 


Marusfaclirers. 
F Manafalitess 


(Sispcay 





DISPLAY 


loge} - a -2eok- eRe lona’ 
140 WEST FOURTH ST. 


incinnati 2. Ohio, 


HOME OFFICE . FACTORY 























NEW! LOW COST, 
Back-And-Forth 
Rotating Motion 


..+ The Reversing 
Midget Turntable 


Versatile low cost back and forth motion; ideal 
for messages, copy, light weight products 





Horizontal, vertical, or upside-down Eye- 
catching reversing rotation 

35 different back-and-forth motions Just 
move a pin to select any arc from 3° to 357° 
Just 2'4"" high; sturdy angie iron base; re- 
liable synchronous motor drive. 4 RPM, AC 
only Rated at | ib Complete with 8 
Underwriters’ Approved Line Cord and at- 
tractive 6" hardboard disc 

Test this versatile midget yourself. Single 
unit price only $9.95. Unusually attractive 
quantity prices. Send for test unit and price 
list today 


GALE DOROTHEA 


MECHANISMS FOR ANIMATION 
LIGHT - COLOR - SOUND - MOTION 


Jackson Heights, Long Isiand, N. Y. 
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This combination wall and counter display shows 
how Kirby-Cogeshall-Steinay Co. of Milwaukee 
mokes effective use of Columbian Art Calendar Pods. 


Malt wewet 
1MES DISTILLERY 


4 


soe 


MESE 


a 
Max 


for 


hit the mark today 


and 
are loaded 
<x for tomorrow 


ABN 


It's simple. It’s inexpensive. 
Yet when you mount a 
Columbian Calendar pad on 
your wall, easel or window 
use display, it takes on added 
usefulness added length 
* life. Every new day — 
Columbian simply because it is a new 
ay —is a fresh reason for 
calendar those who looked yesterday 
to take another look. More 
pads than that a quickly 
mounted new pad carries 
its value from one year to 
the next 
Columbian Calendar 
Pads come in three sizes 
3x 3in.; 44% x5in.; and 
6x 6% in. They are printed 
in two colors, red and 
black, and are available 
with or without mount- 
ing hardware 


Write today for prices or 
for free sample pads for 
use in laying out new 


displays. 
Artworks, inc. 


MILWAUKEE 9, WIS 


COLUMBIAN 
2300 WEST CORNELL ST., 
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TRAFFIC-READERSHIP 

AND SALES STUDY 

{Continued from page 23) 
T he 


window display 


There is no 
mer- 
People will continue to 


curtains are drawn 


there is no visual 
chandising message 
pass the window display area. The circula 
there, but what about the attraction 
circulation? How 
press an interest in the window display when 
there is no visual } 

Of the sidewalk pedestrian circulation ex 
posed to the 


tion ts 


of the many people ex 


merchandising message 


window display area as it ts 
shown here, 2 per cent of the men and | per 
look 
presentation 
little 
Obviously, also, there is little impact on the 
circulation exposed to. the 


cent of the women when there is no 


visual merchandise Obviously, 


the circulation has value to the store 


display 


window 
area 


But place a visual merchandise presenta 


tion in this window display area and what 


happens! Now 28 per cent of the 
56 per cent of the 


men and 
exposed to the 
lookers or 
readers of the visual merchandise presenta 
Here the three 
power of window display projects a life-sized 
merchandise that interest 
cent, but of interest to 56 per 
cent of the women that circulate through the 


women 


window display area become 


tion dramatic, dimensional 


actual story 


not to 1 per 


is ot 


sidewalk area faced by this window display 
That cent men and 
55 per cent women is the difference between 
circulation alone, and the attraction of cir- 
culation to the message that the advertiser 
seeks to deliver. It is this ability to attract 
readership that makes window display com- 
pare than favorably with other sales 
promotion media. It is this ability that I 
sometimes fear is overlooked, underestimated, 


difference of 26 per 


more 


and undernourished in the sales promotion 
planning of many retail stores 

sefore reporting how people look at win- 
dow displays throughout the nation, let's 
window looking or 
window reading one step further. We have 
Macy example that people 
do not look at window display areas that are 
that people do look at window 
areas that with visual 
merchandise presentations 

Now we should 


merchandising 


carry our analysis of 


shown you in the 


dead, but 


display come alive 


“Does the visual 
penetrate?” 

Visual Mer 
employed — the 


inquire 
Message 
this 


Research 


To answer question the 


chandising series 
used in readership re 
media We 
entering and leaving 
San Francisco. We 
who said they 


method so commonly 


search by other sales promotion 


interviewed customers 
The White 
interviewed only 
had looked at the 
entered the 
ou were 

1 that you had looked at the 

before entering the 

invited to look at 
which 


House in 
those peopl 
window displays as they 
store 

had 


window 


being interviewed and 


store, you 
have been some ot 
identified 
fool 
answers 


photographs were 


number only In 
or to 


an attempt to you 


find out how reliable your 


some of the photographs were ot 


window displays, others were taker 


window displays of the preceding 


taken 


Another disadvantage 


thers were from the dis 


last year 


have faced you was 


were black 
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whereas the windows you had seen were 
three-dimensional, _fully-lighted, and = in 
natural and textures. In short, the 
window lookers had ample opportunity to 


stub their toes and to make mistakes. 


colors 


Here is what happened. Because this was 
a small scale pilot study, we state the results 
in general terms and not as final proof or 
being indicative of 
full-blown research along this line is 
likely to uncover 

Of the people interviewed; None confused 
the displays of the last week or last 
with current displays. All correctly identi- 

Most cor- 
current dis 


authority, but only as 
what 


very 
year 


fied at least one current display 
rectly identified more than one 
play. Many voluntarily and 
about 
about the 


correctly 
that 
and its 


com 


mented specific features were 


remembered merchandise 
presentation 

People do read and remember visual mer- 
chandise presentations 

Display is important as a sales promotion 
medium because it offers a healthy circula- 
tion. It is a medium that has an opportunity 
thousands and hundreds of 


right at or 


to address 
thousands of 
point-of-sale 


people near the 


Display is important as a sales promo- 
tion medium because people look at or read 
that the advertiser seeks to 
deliver. Our detailed study of 1,291,000 peo- 


ple shows of the circulation exposed to win- 


the messages 


dow displays a national average of 35 per 
cent reads the advertisers’ messages. This 
But on the 
average, 8 per cent of the men and 27 per 
cent of the women exposed to window dis- 
plays look at, or read and remember the 
visual merchandise presentations 


figure varies by cities, of course. 


Would you say, for example, that a win- 
dow display readership by 35 per cent of 
the sidewalk pedestrian audience, that must 
direct its own movement through traffic, 
compares favorably with an average 
audience of 42 per cent of the transportation 
system riders that are being taken through 
traffic to their destination by a motorman 
or a bus driver? The six-year study of 13 
cities sponsored by the National Association 
of Transportation Advertising, as reported in 
Advertising Agency magazine this month, 
shows an average audience of 42 per cent of 
all transportation riders. In four of the top 
rating their studies 
a six-year period the highest audience score 
Yet in the 
an 


cards covered in ove! 
for women riders is 66 per cent 
week at The White 
Visual Merchandising Re 
that three out of 
window displays piled up a median reader 


typical House in 
Francisco, the 
found four 


search series 


ship of 71 per cent by women 
The Same 


cites the 


issue of Advertising Agency 


magazine record of four of the 


advertisements covered in 


Men 


the four 


’s best-read 


the Starch reports readers who re 
membered having seen best-read 


range from a low 
high of 40 per 


from a low ot 


insurance advertisements 
of ll per cent to a 


women readers 


cent, 


whilk range 
13 per cent to a cent. In 


Vis 


! high of 40 per 
ual Merchandising Research 


» not ask 


who determine 


series, 


we d questions as a rule 
ate observers whether 


or not people read time the 


takes 


displays at the 
place The 


action 


readers of window displays ranges by cities 


average or men 


from a low of 9 per cent to a higk of 34 per 
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cent; the average of women readers of win 
dow displays ranges by cities from a low of 


18 per cent to a high of 80 per cent or just THE WORLD'S FINEST 
double the readership of best-read insurance MANIKINS 


advertising 


While it is unfortunate that all audience 
analyses are not directly comparable, inves (h. 
tigation of continuing readership studies in ; 4 ij ee 
magazines and in newspapers, in radio and / / CHUM] 


in television leads only to the conclusion 
that display compares more than favorably 
with other sales promotion media Each 


Uy” 
medium has its own list of special anon AA MPP}, J (Z 


tages and disadvantages. Each medium has 
a profitable use in sales promofion 
not necessary for display to suffer from 


inferiority complex when compared with 


Write or call for a beautiful 


other sales promotion medium no matter how 
slick, or subtle, or blatant, that medium may ‘ 
be in its endeavor Il itself Che tacts Gravure brochure Mlustrating 
speak for themselves. People do read and f 
remember visual merchandise presentations Twenty- r La Femme Natur- 

Let's take a quick look at the best-read 
window display in each of the 12 cities 


elle beau mondes. 


covered in the Visual Merchandising Re 


search Series. Because of differences in the 
type of merchandise, the time and _ the 
techniques of presentation, please do not 


draw the conclusions that the displays in 








one city are necessarily better or worse than 


the displays in another city. We are simply 
reporting the best display for each store ART s C0 i FN C0 
under the conditions and at the time that : ~ . . 


the study was made 
810 PENN AVENUE PITTSBURGH, PENNA 


The results are reported for men and 
women as low readership, median readership, MR. ART R. COHEN, exclusive Korrect-Way distributo 
and high readership. The low and the high 
percentages represent the lowest and the 








highest readership recorded during hourly 
periods of the study The median, in case 





you do not recall your statistics, represents 


the midpoint in the range of readership from OUR NEW FREE 
low to high, for example: 

In the top series of 13 numbers the median 
would be the seventh number, or the mid CHRISTMAS CATALOG 
point where six numbers lie below and six 
numbers lie above the mid-point 

In the bottom series of 12 numbers the is 


mid-point would lie between the sixth and 
the seventh number and would be taken as NOW READY 
the arithmetical mean of the two central 


items WRITE TODAY FOR YOUR COPY! 


We use the median not only because it is 


easy to calculate, but principally because it 
is not distorted by unusual items and is NKER 
therefore more typical of the series. More e ‘. 


over, the median is the almost standard 19th & Arch Streets Philadelphia 3. Po. 


measure employed by other audience analyses 











and therefore its use facilitates comparisons 





Here is the best-read window display at 
Jordan Marsh Company, Boston. This cur TICKET H 
tain display features, in the background, a OLDERS 
panel that moved every few seconds. Median 
readership for men was 31 per cent, ranging Molded of CLEAR PLASTIC 
from a low of 6 per cent to a high of 42 per F 


Pyramid Ticket Holder perfect for small 
point of sale pricing. 


cent. Median readership for women was 53 
ner cent rangi from a low of 34 per cent 
to a high of 74 p t. In most examples } Complete the picture of ultra-smartness 
hereafter, I shall report only the readership created with plastic displayers by using 

ticket holders of clear plastic. These 
Bape epaery cw an gher rv ge Pabeesias 357 : we beautifully molded ticket holders are just 
elatak Maw asuk ta wane h 7 the thing for soft line display. 


of women 
Sest read at é y Vey OTK 1 was 


readership o 


as 56 per cemt iF CL 10 Packages of 50 $ 6.60 
the highest readership was 94 per migrant Lots of 100 12.00 


tell vou what happened to sales m 


colt | QUENSELL DISPLAYS INC. 


{Continued on page 88] 
CL 10 — ACTUAL SIZE 71-23 Austin St. Forest Hills, N. Y. 


lowest readership ree orded w 
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HANGER 
BARS 


Preserve your hanger stock. 
These bars are tremendous 
savers of Hangers and time 
when employed in marking 
and packing rooms. Put dress, 
coat and suit hangers on their 
own respective bars and avoid 
mixups when hanging gar- 
ments. 


Cadmium Finished, $1.50 ea. 


Serving the hanger needs of 
the country for over 52 years. 
All styles of hangers in wood, 


wire and plastic. Tell us your 

The g  - requirements. Samples gladly 

* Ine. sent. Top quality, correct 
SPECIALISTS IN GARMENT = HANGERS styling and low prices. 

512 Seventh Avenue New York 18, N. Y¥ 








WH Displayed Y; Half Sold / 


And now the Merchandise Manager and the Display Manager can come up with the long- 
sought answer to the selling of more candle sticks and all types of furniture for the coming 
seasons through permanent, beautiful window and interior displays and place settings. 
Possible only by using... 


DE COEN DECORATORS’ 
CANDLES 
OF BEST WHITE BIRCH 


@ Not affected by heat @ Perfect design, wax 
| @ Non-fading finish 
@ No droop, no wilt @ All decorators’ colors 
, @ Last a lifetime @ Money-saving 
| Prices: (Per Pair) . . . $1.00 for 8", 10" and 12"; 
$ Ft $1.35 per pair for 15" and 18". 
»)) 


@») (A) Order through your display jobber, or 
SS YS 


write us direct. Sample on request. 


G. P. deCoen, Inc. 


821 Washington Street, Newtonville 60, Mass. 























Use the Original, Quality AML THERMOSTATIC 


SLEEVE FORMS "FLASHERS 
SHIRT DICKIES oA, RExrsims 


a‘ 3055 RIVER ROAD 
Also Detachable Ties 
Top quality — made entirely of virgin 





material — but at no extra cost P D) 


THERE ARE NONE AS GOOD : 


S$. BENDER 


The Originator—Established Over Thirty Years 
215 West 40th St., New York City 18 


| 


is our business 











@ PLEASE MENTION DISPLAY WORLD 
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POINT-OF-SALE DISPLAY 
EMPHASIS IS ON MOTION 


[Continued from page 45) 


games, Interest in this display led to its 
adaptation for a large outdoor “spectacular” 
in Detroit; it, too, is a motion display, but 
the swing of the 6-foot bat is AC motor 
driven. 

A nation-wide, mid-summer merchandising 
drive supporting the retail selling of Yale 
cupboard and drawer locks to cabinet makers 
and the broadening market of hobbyists and 
home craftsmen has been launched by the 
Yale & Towne Mfg. Company, Stamford, 
Conn., according to Raymond K. Watkins, 
trade sales manager. 

The new campaign is the third of Yale & 
Towne’s five 1950 “packaged promotions”, 
each of which integrates point-of-sale mer- 
chandising material with advertising in na- 


| tional consumer publications and trade maga- 


zines. 


Focal element in the cabinet lock sales 


| campaign is a new, brightly colored, tri-paneled 


“sampling” display board for use by hardware 


| dealers in store windows, on counters and 
| interior islands. This display triptych fea- 
| tures Yale’s three-way cabinet lock in a larger 
| center blue panel, and wardrobe and drawer 


locks in two smaller red panels. 
The 13 by 9%-inch display shows actual 
products and describes them in non-technical 


| language. Their flexible use is indicated by 
| the number of their applications. The cabi- 
| net lock display is designed and constructed 
| so that it is part of the carton in which the 
product is shipped. 


Mary Martin’s endorsement of ‘“Rayve” 
home permanent is being given one of the 
most intensive advertising, merchandising, and 
promotion campaigns ever undertaken in the 
home beauty industry. More than 20,000 
retail windows featured the promotion be- 


| ginning the week of June 18th. Tying in 


with advertising in national publications and 


| on the air, a complete set of dramatic point- 
| of-sale material, including counter merchan- 
| disers, door stickers, window banners, and 
| three-piece window units, has been made 


available 

Extra discounts for display are being al- 
lowed to retailers as part of the campaign. 

One of the most novel motion displays in- 
troduced recently is for Admiral Corporation, 
Chicago, in the form of a swirling snow 
storm to emphasize the “20 degrees colder” 
slogan in connection with the company’s re- 
frigerator. 

The snow storm occurs within the confines 
of a transparent plastic-faced, lithographed 
cardboard “snow machine’ \ miniature 
blower keeps the artificial snow swirling 
about. A 40-watt lamp in the roof of the 
display illustrates the Admiral logotype, the 
Arctic scene, and the “20 degrees colder” 

that is suspended inside the sealed 


The unit is versatile enough to be used in 
a window, on top of a retrigerator, on a 
counter, or the floor It was designed, 
lithographed in full color and produced by 
-inson-Freeman Shipped to dealers ready 
for operation, in sealed individual cartons, 
the device is a plug-in display, AC. and uses 
a neghgible amount of current. 
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DOLLARS OUT THE WINDOW 
[Continued from page 50] 
schedule their most prominent windows for 
weekly change, allowing secondary windows 
to remain undisturbed for not more than 
two weeks. An important sale may be given 
space for only a few days. A window dis- 
play may be summarily withdrawn on notice 
that the merchandise has been sold or the 
stock depleted. (This obviously should be 
standard practice though it is not.) Indi 
vidual items may be removed for various 
reasons, including depletion of stock or a 
customer's request for a specific item, A 
prestige-type store, stressing exclusive and 
one-of-a-kind merchandise, may change a 
window overnight because of the display of 
a similar item by a competitor. However, 
stores that practice frequent and unsched- 
uled changes run into special complications 
due to the necessity of keeping sales em- 

ployes informed of changes. 

Some stores have fully developed routines 
for informing sales staffs of the contents of 
show windows. In one store, a good ex 
ample, the training office receives complete 
lists from the display department and then 
distributes mimeographed duplicates to all 
clerks, to be placed in their salesbooks for 
ready reference 

At the other end of the scale, the survey 
disclosed that in one of the nation’s largest 
stores the only complete and detailed rec- 
ord of window contents is kept by the dis- 
play executive, on his own initiative. In 
this modern, enterprising store, angry but 
persevering window-shoppers have been 
known to seek out the display executive in 
their effort to track down some item of 
merchandise that had drawn them first to 
the window and then into the store 

In many stores that prepare lists, distribu- 
tion is limited to floor superintendents and, 
occasionally, to section managers. Practical 
use of superintendents’ recoraés by sales 
people is difficult because store rules say 
they may not leave their departments ex 
cept under unusual conditions. Some buyers 
make it a practice to discuss window display 
at staff meetings, but frequently the benefits 
are lost because of the time element. Rarely 
are the contents of future window displays 
known more than a day or two in advance, 
and several days may elapse before the de 
partment’s regular meeting 

A few stores, considering the buyer's time 
too valuable for this chore, designate the 
departmental assistant buyer, stock head, 
or other junior executive as recipient of de- 
tailed lists to which they may refer on 
questions from clerks. Others depend on 
charge receipts signed by the display divi 
sion to find answers to these queries. This 
does not work so well because frequently 
the description of an item on the charge 
receipt may be recognizable only to the 
buyer. 

One large store is well known for its 
able staff of well-informed main-floor in- 
formation clerks 3ut, surprisingly, it does 
not tell them anything about the merchan- 
dise shown in window displays. Instead of 
consulting a handy list to answer a win- 
dow shopper's question, the information 
clerk has to take time out for a telephone 
call to the floor superintendent's office where 
the window list is kept 

In other stores where information booths 
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SERVICE 


WEIGHT... 


popular 107” 


W 


BUTLER 


247 Park Ave. 





QUALITY 


FOR EVERY DISPLAY USE 


e FADE-PROOF . . . Fadeometer tests show 20 hours or better @e HEAVY 


Packed in strong cartons — no damaged edges @ 24 COLORS .. . 
Attractive, fast-to-light colors—full color values e TWO WIDTHS... The 


COMPLETE STOCKS FOR IMMEDIATE DELIVERY 


BUTLER PAPER COMPANY 


229 W. MONROE STREET Tel. Franklin 2-5800 CHICAGO 6, ILL. 


TRY THIS NEW AND BETTER 


Sunfast Display Paper 


Rigid, Durable, without Streaks e FULL YARDAGE... 


width and also in 92” width, both in 12 and 50 yard rolls. 


at New York, Chicago and San Francisco 
rite at once for sample swatches and price list 
JOBBER INQUIRIES INVITED 


PAPER NEW YORK CORPORATION 


Tel. Plaza 3-7860 New York City 17 








WIGS 


CREATED BY HELEN 


740 STYLE 40X STYLE 


Manufactured by NU-SHOW DISPLAY, INC. 


Elastic Petal Top Wigs (Trade Mark) 


Designed with rubber foundation and adjustable steel band to insure 


permanent 


fit. FITS ANY SIZE HEAD 


Guaranteed workmanship backed by years of experience and combined 
with fast and efficient nationwide service. Photographs of latest styles 
available upon request. For further information write — 


NU-SHOW DISPLAY, INC., 97 Sixth Avenue, New York 13, New York 


Or ‘phone Barclay 7-8974 
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RAO FOIL PAPER 


BRIGHT AND DULL FINISH 
26 INCHES 


Silver Gold & Colors 
25 Ft. $1.10 $ 1.40 
50 Ft. 2.15 2.75 
100 Ft. 4.25 5.45 
100 Yd. 12.75 14.75 
Ream 25.00 35.00 


Also various Embossings and printed de- 
signs in stock at slightly higher prices. 
Bose Metal, Puffing Foil and Foil Paper 
Borders carried in stock. 


JOBBERS' INQUIRIES INVITED 


R. A. OHLHORST 


Specializing In 
METALLIC and FANCY PAPERS 
454 Broome St. New York 13, N. Y. 
Phone CAnal 6-7735 











MAKES 
NO 
DIFFERENCE! 


FIT ANY 
MANNEQUIN 
TO PERFECTION 


rie 
ard, 


*) =< 


; NO MEASURING 
= 5 REQUIRED 


~ , 


‘ 
Complete Satisfaction Guaranteed 


MULTI-FIT WIG Co. 


35 WEST 36th STREET © NEW YORK, N. Y. 
Ast your lece!l jobber for 1950 Meistyle Chart or write 
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are maintained, clerks are supplied with 
necessary lists, and a few stores even go so 
far as to supply elevator operators with these 
data. Elevator operators and other service 
employes are usually expected to direct 
the customer by the item she mentions 
rather than on the basis of any knowledge 
of the window display the customer has in 
mind. 

Three stores that make a practice of keep- 
ing their salespeople informed on window 
displays also have machinery for periodic 
checkups to determine whether or not their 
employes are familiar with the merchan- 
dise on display and in a position to answer 
customers’ questions. On this score, it was 
pointed out that these data may be obtained, 
at no additional cost, by combining with 
the periodic study of other personnel capa- 
bility factors such as merchandise knowl 
edge, courtesy, and customer service 

Almost all stores inform sales help of 
their own department's newspaper adver 
tising by posting proofs as far in advance 
as possible Most stores make extensive 


No. 133 . 
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use of “As Advertised” signs on window 
and interior displays, but few use “As Shown 
in Window” cards in connection with in- 
terior displays, a practice that has demon- 
strated its value both to clerks, as an aid 
in selling, and to the customer, in finding 
the item she wants. 

All the surveyed stores maintain careful 
and accurate records of the sales of ad- 
vertised items, but few make any effort to 
measure the selling power of their window 
displays. Only one store has a mimeo- 
graphed form in active use to question buy- 
ers about sales volume and other response 
to window displays. In some stores, buy- 
ers make a study of window response for 
their own information. A_ few instances 
were found where regular postmortems are 
held by display, merchandise, and selling 
executives to discuss the effectiveness of 
window displays and make plans for the 
future 

Store executives were asked to suggest 
ways and means of improving the situation 


Among display managers, the dominant 


. by tupper 





Narivs CincinnATIAN, 
GRADUATING FROM U.C. EVENING 
COLLEGE, MAJORING |N APPLIEO ARTS. 

FIRST RETAIL JOB WAS STOCK 
BOY AT THE FASHION, COLUMBUS, 
WHERE HE BROKE INTO DISPLAY BY 
HELPING DISPLAY MANAGER AFTER 
CLOSING HOUAS, LATER TRANSFERRING 
TO DISPLAY. 

AFTER A TIME AT ROLLMAN’S, 
CINCINNATI, JOINED POGUES 1m 194! 
AND BECAME FIRST ASSISTANT A YEAR 
LATER. 

THEN CAMS A BRIEF PEAIOO WITH 
THE ARMY, FOLLOWING WHICH BILL 
REJOINED POGUES AS ACTING 
DISPLAY DIRECTOR UNTIL 
OCTOBER, 1945. OF ENED 
AND OPLAATED HIS OWN 
DISPLAY JOBBING BUSINESS 
FOR TWO VEARS. SECAME 
POGUES DISPLAY DIRECTOR 
IN DECEMBER 1948. 


BOWLING, GOLF....8UT 
MOST ESPECIALLY A 
DAUGHTER , AGED 2) MONTHS. 





THE H& S. 


POGUE CO. 


CciriMNCIENMNATE 
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thought was that the training department 
should act as liaison between display de- 
partment and sales force, thus assuring the 
latter of up-to-date and complete informa- 
tion on merchandise displayed in windows 
The training department should supply 
whatever forms might be necessary to 
achieve coordination. Other executives felt 
that it was up to the management to insist 
that buyers be more regular and more 
thorough about informing their staffs of 
what was going on in the show windows 

One store called attention to occasional 
laxness in its own system of window guides 
Another regretted the failure of employes 
to look at their own windows. One sug- 
gested that a special-coordinator concen- 
trating on this aspect of employe educa- 
tion might be an effective solution. Some 
felt that their systems, while good, would 
never pay full dividends until one person 
was made fully responsible for a continuous 
and effective effort to link window display 
with actual selling 

Only three stores in the survey had a 
definite policy calling for the display of 
the same merchandise in the show window 
and on the selling floor. Only one store 
had developed a policy of carrying the 
complete theme of important fashion dis- 
plays through all involved departments, in 
cluding related displays on the main floor 
This isolated example of an integrated sales 
effort was found in the B. Gertz Company 
store in outlying Jamaica. It was developed 
by Walter A. Spiro, display manager, under 
the direction of Harold R. Merahn, vice- 
president in charge of sales promotion, The 
technique is worth discussing in some de 
tail 

A Gertz project in the field of ready-to 
wear, for example, begins well in advance 
of the selling dates. It starts with employe 
education in the form of a preseason co- 
workers’ fashion show at a local theater 
where employes are made full: conscious 
of the fact that they will be selling mer 
chandise advertised in newspapers and in 
window , displays 

Weeks in advance of the sale, 
sheets are sent by the display department 


request 


to the merchandise managers asking them 
to list window \ Window 
Display Sheet is filled in by the buyer, in 
triplicate, and approved by the merchan 
dise office The 
to him; one copy goes to the 
office and one to the displayman who installs 
the display 

Four days before 


preterences. 


buyer's copy is returned 
promotion 


window changing, all 


buyers meet with their department staffs 
armed with proofs of (scheduled) adver 
tising and full information on the windows 
to-be. Each buyer is also supplied with a 
window guide in the form of a map-type 
chart of the 
posted in the department, accessible to clerks 


entire store front This is 


who may be called upon to guide a customer 
As soon as a window display is 
pleted, the buyer is required to fill 
brief form, attached to his copy o 
Window Display Sheet frankly reporting 
his opinion of the display in its final forn 
Shortly after the end of his window-display 
period, he is required to submit an addi 
tional Window 
containing brief and pointed information on 


Display Response report, 


the success of the venture in terms of sales 
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DISPLAY EXPERTS use the 
Hansen tacker not only for cov- 
ering panels, but for putting up 
signs, attaching easel backs, 
erecting crepe paper back- 
grounds, mounting merchandise, 
assembling pedestals, anchoring 
shelf paper — and dozens more 
places where Hansen's extra 
speed and conven- pgougst 
ience pay off. FOLDER 


A.L. HANSEN MFG. CO. 
5041 Ravenswood Ave.. Chicago 











/ 


ENJOYMENT: 


BUT ONE 
OF MANY 
CHANNELS 
FOR BETTER 


COOL - EVEN - 
SLOW BURNING 


FOR Reck 








TACKING = 
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HANSEN TACKERS 





THE HANSEN WA 








METALLIC PLASTIC BALLS 
FOR CHRISTMAS DECORATING 


e HIGH GLOSS FINISH 

@ NO BREAKAGE 

e@ STRUNG UP EASILY 

e@ TWO HOLES ON REQUEST 
e@ SIX COLORS 

@ RELIABLE DELIVERY 

@ SAMPLE SHIPMENTS 


2% Inch Dia. . . 
1% Inch Dia. . . 


ORDER 


30 CHURCH STREET 


WORTH 2-4125 


EARLY! 


THE THOMAS HICKS SERVICE INC. 


NATIONAL DISTRIBUTORS 


. $19.75 Gross 
. $11.75 Gross 


NEW YORK 7,N. Y. 














USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch — CASH WITH ORDER 





EXQUISITE SMALL FLOWERS . 


For Show Case and Interior Trims 
Produce display effects impossible with regular 
lines of display flowers Unsurpassed beauty 


Tremendous Varieties in Stock 


MILTON S. AHRENS, INC. 
Importers -—- Mfgs. — Exporters 
% W. %TH ST NEW YORK 18, N.Y. 














Your windows are your most 
valuable asset. Make them sell 
more merchandise for you with 


photo backgrounds. 


Write for price list. 


561 Hillgrove Ave., La Grange, Ill. 


| out 








For Faster. Easier 


Cutout Work 


CUTAWL 


e Cuts designs of any size 
@ No holes to bore 
e Simple to operate 
@ Portable 


Quality Products for Over 58 Years 
Write for FREE Catalog! 


INTERNATIONAL REGISTER CO. 
2622 W. Washington Bivd. 
Dept. 750-W, Chicago 12, Ill. 


FOR ALL CUTOUT WORK 


DISPLAY WORLD 


volume and traffic. The program is so well 
integrated that management considers it 
unnecessary to shop its employes to de- 
termine their knowledge of window displays. 

The Gertz store, too, does a superior job, 
in fashions particularly, in carrying win- 
dow themes through to the main floor and 
the departments. For example, in the suit 
department, a checked suit duplicating the 
one in the window was placed on a figure 
in the area in which it was sold along with 
the same bright-colored that 
drew attention in the window. 

How does the average customer react to 
a well-planned tie-in that links window dis- 
play with the realistic business of selling 
merchandise? For the answer, consider 
our staff member who shopped 22 items in 
and reported three instances in 
which found what wanted without 
blasting through a variety of road blocks. 
Let us analyze the three experiences that 
caused her to be pleased with the outcome 

1. Curtains, draperies, and bedspreads 
were displayed attractively in a window, 
priced and keyed to the department and 
floor. Exact duplicates were found on the 
selling floor, inviting closer inspection of 
fabric and material. Informed salespeople, 
familiar with the merchandise, were anxious 
to assist in making a selection. This is a 
good example of co-ordination of interior 
and exterior display. 

2. Winter dress coats, well displayed, led 
the shopper from show window to coat de- 
partment. The saleswoman knew all about 
the coats in the window and brought one 
immediately. She did a good job of 
presenting it, expressing regret that the 
stock was limited, explaining that the coats 
the window several days and 
had sold well, Obviously she was familiar 
with window and understood the 
value of window display as a selling aid. 

3. A tasteful arrangement of little girls’ 
dresses in pastel shades filled the main win- 
Information cards led to the selling 


accessories 


ll stores 


she she 


had been in 


content 


dows 
floor where the dresses were duplicated in 
an interior display. The saleswoman knew 
all there was to know the merchan- 
dise and seemed very happy to pass on the 
information. On leaving, the shopper asked 
about an unrelated item she had noticed in 
window. The saleswoman, without 
hesitation, demonstrated the value of a show 
guide by consulting one, posted at 
middle of the floor, for explicit 


about 


a show 


window 
about the 
information 

In other less happy instances, our shopper 
that 
located or 
search by 


could 
alter 
one 


window-displayed items 


found only 


found 
not be could be 
the 


the merchandise of an 


intensive customer. In 
attractive win 
dow located in the 


indicated department, and all the salesperson 


store 
display could not be 
had to say was that she “hoped the customer 
ould find it.” 

In one store, a tweed coat was in question 
Phe 
person did not even know were there), and, 

hen a the 
in the window was posed, she declared she 
did not know 

One 


lepartment had a few (which the sales 


question of size regarding one 


about it 


store had an eye-filling window 


decked with little girls’ coats and coat sets 
The shopper “looked through” sets for about 
ten minutes, then approached a salesman to 


isk about the charming ones in the window 
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The Modern Display Trend 
is to LIGHTED MOTION 


Model "712" 


Roto'Sho 


ELECTRIC TURNTABLES 


MODEL “712” ROTO-SHO’s two-way, built- 
in electric outlet permits novel, self-con- 
tained lighting effects by means of sliding 
contacts, as well as operation of electri 
devices while the turntable revolves three 
times a minute—Lights turn with the table! 


There's nothing like “712” to revolutionize 
your window trim and make passersby 
buy! Sturdy, steel construction, guaranteed, 
it carries up to 200 Ibs. 18” diameter turn- 
table. Allover height just 7”. A.C. only. 





For winning action displays, write us for 
complete ROTO-PRODUCTS turntable catalog. 


GENERAL DIE & STAMPING COMPANY 
Dept. O, 262 Mott St., New York 12, N. Y. 








“There is another children’s department up- 
Maybe they are there,” was the re- 
sponse. “No, the sign said ‘Downstairs,’” 
the shopper persisted. “How old?” 
“About eight.” “Look through those groups 
over there.” The designation con- 
signed the shopper back to the same racks 


Stairs. 


vague 


she had been “going through” without suc- 
She gave up 

What are the implications in these findings 
for the typical store? The average 
owner or operator may be to find his 
own answers by asking himself a few simple 


cess 


store 


able 


questions 

What is the objective of 

I defined that objective and put it on 
Have | informed my staff of that 
and have I made certain it is 
Have | sought to establish 
whether or not that objective is being ful 
filled ? 

\re windows a part of an integrated 
sales effort, rather than one of a number of 
sales efforts which I attempt to co-ordinate ? 

Am I getting a full return on my display 
investment—is well 


my windows? 
Have 

paper? 
objective 
understood ? 


my 


my money being spent 
or thrown out the window ? 

\re just pretty 
get customers into my store and then disap 
them \re people going away disap 
pointed and irritated after being attracted 
into my Are they saying to them- 
selves, “This is a mighty nice place to shop 
in!” or are they asking themselves why it 
is that the business ? 

Have I checked my windows lately? Are 
the setting 

respect mer- 


my windows pictures to 


point 


store?’ 


store remains in 


they clean? Does stage and 


suggest that I have for my 
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chandise? How do they really look to the 
passer-by? 


The best answer to that last question may | 


be found in the simple procedure of going 
outside and looking into your own windows. 
As a passer-by, would you be drawn to a 
clean, well-groomed show window, or 
would you be vaguely conscious of dust and 
dirt on the floors and backgrounds, window- 
washers’ splash marks on the woodwork, 
scuffs and bruises on merchandise that 
should be displayed to its best advantage? 
If the view is unappetizing, do not stroll 
away. Let a piece of merchandise take your 
fancy and follow through to the point of 
sale. Find out for yourself how easy or 
how difficult it is for a customer to find 
and buy an item after window display has 
aroused his desire for possession. 


Four Store Display Groups 
Hold Meetings 

Meeting either immediately before or dur- 
ing Display Market Week, the display ex- 


ecutives of four major merchandising groups | 
held individual sessions to discuss such | 


subjects as store television, budgets, prop 
exchanges and display signing 

Associated Merchandising Corporation dis 
playmen heard a discussion of a plan for 
better coordination between display and 


advertising and received an advance report | 


on fall fashions 


At the Cavendish Trading Corporation | 
meeting, Escher Bettis, Stewart Dry Goods | 


Company, Louisville, discussed the display 
approach to store TV production Carl 


Kronitz, Stewart's, Baltimore, spoke on | 


methods of setting up a display budget. 
Bettis was elected chairman of the display 
group for the coming year 


Television was on the agenda of the | 


Frederick Atkins, Inc., meeting, as was 
store signing operations. David Twacht- 
man, Sibley, Lindsay & Curr, Rochester, 


was elected chairman of the group, with 
former chairman William Grover, H. & S. | 


Pogue Company, Cincinnati, becoming ex 
officio chairman, Steering committee mem- 
bers are John Betz, Gladding’s, Providence; 


Jack Prince, R. H. Sterns Company, Boston, | 
and Paul Smith, J. W. Robinson Company, | 


Los Angeles 

\ two-day meeting in Boston was held by 
Allied Stores Corporation, under the direc- 
tion of William J. Cadelle, display director 
for the group. Emphasis was on methods 
of showing display sales results within the 
individual store. Among the speakers were 
Walter Krysto and Chester Grassa, Jordan 
Marsh Company, Boston; Andrew Sutcliffe, 
Sterling-Lindner Davis Company, Cleveland ; 
Herbert A. Luegge, Dey Brothers, Syracuse; 
Walter Klein, Polsky’s, Akron; Walter Spiro, 
Gertz, Jamaica, N. Y.; Harold McLaren, 
Bon Marche, Seattle, and Leo Price, Quack- 
enbush’s, Paterson, N. J 
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PARADE IDEAS 


At Last—A Complete 


PARADE and FLOAT 


Decorating Service 


We supply designs and all needed decorating materials 
at reasonable prices 


CATALOG FREE! 


Complete illustrated catalog showing numerous beautiful float 
designs and all types of float and parade decorating materials 
is free for the asking. Write for it today! 


VAUGHN DISPLAYS, Inc. 


15 EAST FRANKLIN AVENUE MINNEAPOLIS 4, MINN. 





50 IN. WIDE 


Bulkton PLAID 


a two color design printed on white 
luster paper 


COLORS $2.75 


Red and Black on White PER ROLL 
Green and Red on White 
Yellow and Red on White 25 ft. long 


e JOBBER INQUIRIES INVITED 














Don’t forget—-send in your news 
items about all happenings in the 
display field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen anywhere. 











Our New Christmas Line 


will be shown to you soon... 


wait for our representatives 


AD 2nd 2ssonatee— 


DISPLAY DESIGNERS AND MANUFACTURERS e@ PORTSMOUTH, OHIO 
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You Should Use The 


Motion-Maker | 


FOR OPERATING MOTION 
WINDOW DISPLAYS * COUNTER 
DISPLAYS * DEMONSTRATORS 


USED BY NATIONAL ADVERTISERS 


Many Different 
Motions with 
Few Parts. 
Hollow Orive 
Shaft makes 
attachment of 
parts eosy. For 
vse on TI5 A. 
C.—60 cycle. 


Can be mount 
ed for CLOCK 
WISEor COUN- 
TER CLOCK- 
WISE Motion 
Sturdily built 
for continuous 
operation. 

(pot. applied for) 


MODEL NO. 2 


We Also Manufacture The Mechanical 
Parts For Operating Motion Displays 


WRITE FOR INFORMATION 
Manufactured By 


THE AMERICAN DISPLAY COMPANY 
DAYTON 2, OHIO 








NLY 
MITTEN'S 
LETTERS 


give you perfect white molded 


letters! 14 faces, 34‘ to 


< 


? high. Third Dimensional 
‘ 


8’ to | relief 
CHANGEABLE VANS 


PINBACK 
SMOOTHBACK 
TRACK 


LETTERS 


Put dramatic 
sales appeal in 
Windows ® Point of 
Sale * Departmentalization 
Write for name of neorest dealer. 
MITTEN’'S 
DISPLAY LETTERS 


2 West 46th St... New York 
OR Redlands, California 
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HE new five-story building of Hambro 
House of Design at 17 East 54th street 
just off Fifth avenue in New York 
City is a worthy “showcase” for the 
imported home furnishings it displays. Com- 
pletely remodeled and decorated, it provides 
a smart modern background for the con- 
temporary merchandise from Great Britain, 
Sweden, Denmark, and other European coun- 
tries which it houses 
All-over carpeting and drapery and up- 
holstery fabrics handled by Hambro House 
of Design have been used in the decoration 
of each display floor. In the fabric show- 
room on the ground floor, soft gray carpet- 
ing and blond oak tables and chairs make a 
neutral foil for bright red Irish 
upholstery and draperies 


Jawneen 
Fabric 
are displayed on gunmetal gray racks along 
a matching wall, and lengths are displayed 
on free-stand ng Mondrian-like trellises made 
of polished brass and black 


samples 


lacquer rods 
Another unusual rack was specially made to 
reproduce the blue and red tree trunk of 
the “U. S. Trees” design in a Swedish fabric 
that is draped over it. Other full fabric 
lengths are stored in gray cabinets against 
a gunmetal gray wall. 
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Showrooms Suggest Ideas 
For Homewares Display 


Throughout the building color has been 
used boldly and unexpectedly te make an 
asset of the irregular walls and architectural 
breaks on each floor. For instance, in the 
fabric showroom, chartreuse, duck egg blue, 
gunmetal gray, and off-white are used ef- 
fectively on different walls 

Rug samples from Carpets and 
rextiles, Inc., in a variety of plain, sculptured, 
and flora] patterns, are displayed on the 
second floor frent. Gray chenille carpeting 
covers the fleor, and wall-to-wall draperies 


Gray's 


of the colorful Swedish “Drinks” design ex- 
tend across the entire front. Samples are 
filed in walnut shelves along one wall and in 


cabinets, above which is an interesting display 


—Rug samples, above, are held in display 
shelves and spotlighted from the ceiling at 
Hambro House. . . . Cabinets for full-length 
swatches of drapery and upholstery fabrics 
stand out against a dark gray wall, while two 
Swedish hand-screened prints are draped on a 
display rack that reproduces the red and blue 
stylized trunk of the tree in the fabric— 


Oe ee 
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of chenille rug styles coordinated with drap- 
ery fabrics. Sofa and chairs upholstered in 
a light “Shaftsbury” tweed have a Chinese 
red wall as a background. 

Further back, fine English crystal from 
Thomas Webb and Stourbridge Glass Works 
and Sheffield silverplate sparkle against a 
dull black textured wall. The collection of 
English pewter is shown on blond wood tables 
in an alcove with a backdrop of “Under 
Ekvatorn” draperies, and Sheffield cutlery is 
dramatized in attractive shadow-boxes painted 
white against a dark green wall with blond 
and black cabinets below. Flooring for this 
section 1s a gray-green carpeting in a beau- 
tiful sculptured pattern accented by chairs 
covered in rich green “Windsor” and by more 
green plants. 

Wall draperies of the colorful Swedish 
“U.S, Trees” design and chairs upholstered 
in Tibor’s textured red “Harlech” lend color 
to the attractive executive office at the rear 
Over a table in one corner and throwing light 
on an opposite dull black wall is a handsome 
brass lamp suspended from the ceiling. 

Alderley bone china dinnerware and Rid- 
way’s earthenware in a variety of traditional 
and contemporary designs are displayed on the 
third floor 

Green upholstery and plants provide color 
accents for this section, and Gray's brilliant 
emerald green carpeting covers the entire 
third floor, even the modern executive office 
at the rear. In this office one curved wall is 
draped in “Duchess”, a textured fabric. Re 
cessed book shelves, modern desk, and cab 
nets suspended from one wall are of walnut; 
the walls are a gray-green texture. 

Altogether, Robert Heller, the well-known 
industrial designer who remodeled = and 
decorated the new Hambro House of Design, 
has provided a handsome setting for the dis 
play of fine fabrics, bone china, earthenware 
crystal, rugs, cutlery and pewter 


PARIS DISPLAYS TIE-IN 
WITH ANNUAL FETES 


[Continued from page 39] 

nome that ticks inside a bamboo mannequin 
These bamboo mannequins are appearing al! 
over Paris these days after a successful in 
troduction in Christian Dior’s boutique. 

Roger and Gallet told of the “Love of 
Music” with a figurine that played real melo 
dies on a pian The hands have been se 
to a motor and play with the same manner 
as Arthur Rubenstein. The background set 
ting was done in the various tints that Roger 
and Gallet feature in their summer make-up 

The Place Vendome marked its two hun 
dred and fifteenth anniversary this year an 
here the windows were the most elegant, if 
not the most original Lengths of deep 
maroon velvet were used by each store com 
pletely to “tie-up” the Place Preciou 
stones were displayed by the name jewelers 
in the area, while antique lions made up th 
display at Schiaparelli’s; loops of artificial 
flowers were placed about their necks. A 
reproduction of the palace gardens, complete 
to fountain, was constructed in the IBM 
window 

In all quarters it is the wonderful coopera 
tion between the stores and their displays 
that transforms these areas inte veritable 
dream worlds for these annual Paris promo 
tions 
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THANKS ... THANKS ... THANKS... THANKS... 


our sincere thanks ... 
for the warm, exciting response 
to our presentation at the Show. 


and now... 


CHRISTMAS is coming to YOU inall 
its Storewide Splendor.via our eager 


and enthusiastic representatives: 


| XI ee ee ee i ee 


Arkow -Lewis Assoc tes 
705 Arch Street.” Philadelphi 


"" SUNVHL* °° SINVHL °° * SHNVHI 


-. + THANKS ... THANKS... THANKS... 


THANKS ... THANKS... THANKS... 











FIREFLY LIGHTS 


FOR DAZZLING DISPLAYS AND 


DECORATIVE WINDOW LIGHTING 


Multiple wired A.C. sets with transformer and 20 clear glass lamps, 25 feet long. 
Series sets A.C. or D.C. with 20 clear glass lamps, 25 feet long. 


CANDLE SETS 
All types of electrical wiring specialties made to your specifications. 
Jobber inquiries solicited. Write for literature ard prices. 


ART MODE MFG. CO., Inc. 


427 BROADWAY BROOKLYN tI, N. Y. 








Many of America’s biggest and best-known department 
stores Yes, and we're proud of the many, many 
smaller stores, too who 


Display Merchandise Better, Protect 
Their Windows More Efficiently With 


Suufilter 
TRANSPARENT SHADES 


They're modern and dependable. Custom made . 
complete with fixtures . Ready for installation 


Write for free estimate, or see your distributor. 


C J PLASTIC PRODUCTS CO. 


1063 South La Cienega Bivd., Dept. 112, Los Angeles, Calif. 
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LOOKING FOR 
A CAREER 


Build @ career in this well paying, uncrowded 
profession. Learn every phase of window trim- 
ming and interior display. Study under out- 
standing factulty. Practice in full length windows 


CURRICULUM 
Cloth, Crepe Paper and Painted Backgrounds, Drug 
Windows, Mens Wear, Children's Wear, Women's 
Ready to Wear and Specialities, Small Wares, Window 
Design, Mannequin ~—— Interior Display, Lighting 
Show Card Writing, Silk Screen, Papier Mache Fabri- 
Prop Construction 
FACULTY 

MARC BIELER, Bonwit Teller, Phila 
ERNEST R. BUCHANAN, Formerly Baker Sign Co 
JAMES FEE. Strawbridge and Clothier 
SAMSON FREEMAN, Art Dept., Phila. School System 
RUDOLPH GARCIA, Fermerly the Spielman Co 
FRANK HANNA, Formerly Chromart Co 
EDWIN J. HEITMAN, Art Dept., P 
ROBERT KRAIN, Display Co. of Ar ca 
JOSEPH MAIDA, Formerly Maida Studios 
WILLIAM MecBLAINE, Formerly Browning-King Co 
NORMAN MOORE, Formerly R. H. Macy Co 
WILLIAM B. MURROW, National Display Institate 
CHARLES A, NUGENT, Formerly The Blum Store 
ELWOOD R. SULOFF, Penna. State College 

@ Approved for Veteran Training 

@ Free Placement Service — over 85% of gredu- 

ates placed in well paying positions 


“The Nations Center for Display Education” 


cation, 


School System 


617 CHESTNUT ST., PHILA. 6, PA. 


Write for Descriptive Booklet 








JOBBERS 


We specialize in high quality, low price, women's and 
children's 


MANNEQUINS 


For porticulars write 


Royal Mannequin Corporation 
756 Wallabout Street Brooklyn 6, N. Y 





: : Transparent Boxes 
Five Sizes: Maximum protection an 
visibility for samples, ve 
Sieconties outstanding display! 
A Wirte for leaflet TR-DUT 
aR. P. CARGILLE 
116 Liberty St., New York 6,N.Y. 
© PLEASE MENTION DISPLAY WORLD WHEN 
WRITING ADVERTISERS 


Jewelry speci 
ete, and ether small object: 
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Colorful Mural Maps 
Offered For Display 

New for smart backgrounds in window and 
interior displays are the large and colorful 
mural maps now on sale through wallpaper 
They hang like wallpaper but 
resemble hand-painted murals. Manufactured 
by one of the country’s oldest makers of fine 
scenic wallpaper, 
decorative and easy to use 

At present there are five 
in nine different color combinations. 
run from 5 feet wide up to large enough to 
entire walls. Most of these 
colors. All of 


stores closely 


these maps are artistically 


different subjects 
Sizes 
cover maps are 


printed in seven them are 
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washable with ordinary soap and water. 

The mural maps of the world may be hung 
asa panel or as a continuous mural around 
room. The together 
borders are trimmed off. 
include Robinson Crusoe, 
Spanish Main, Pioneer America, and Smug- 
gler’s Cove. The last is pictured here. All 
illustrated and are so well done 


fitting complement to the 


an entire sections jom 


perfectly when side 


Other subjects 


are richly 
that they are a 
finest interiors 

\ large folder printed in full color describ- 
ing the maps will be sent free on 
to The Schmitz-Horning Company, 
82nd street, Cleveland 


request 
770 East 


—One of the most unusual articles seen during Display Market Week in New York City was 


the magnificent Krakauer piano built of plastic by Schever Creations, Inc., 
Constructed of shining black and clear plastic, the instrument is 


street, New York City 18. 


307 West 38th 


being played here by Robert C. Scheuer, son of Clemens Scheuer, owne: of the company. 
Robert has just completed his freshman year at Dartmouth— 
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SUCCESSFUL MARKET WEEK 
SEEN AS UP-TURN 


[Continued from page 56) 


of fibre flocked white and 6 by 7 feet in size 
Pastel ball clusters. Half-round, 6-foot 
fireproofed Christmas trees of holly 

Favrex Designs, Hasbrouck Heights, N. J 
Natural branches, trees, with 
clear plastic to simulate ice-laden boughs 
Plastic leaves and sprays. The “Favrex” 
fixture with articulated shelving, capable of 
transformed into displayers, display 
and numerous other 3,000 dif 
shapes are claimed for the unit 


etc., coated 


being 
props, 
ferent 

Fawnfield Decorations, Georgetown, Conn 
Frosted “mist” trees and wreaths of natural 


uses ; 


twigs, lighted from within the circumference 
of the wreath covered with 
plastic to resemble ice. Metallic finish holly 
Snowflakes made of flocked 
foliage 


Tree clear 
tree and wreath 
twigs. Natural and preserved 

Fitzgerald Display Company, Los Angeles 
made of balls of natural 
trumpets finished in gold 
“Powder puff” tree. Desert foliage, flocked 
made into a Christmas tree. Wreaths made 
of white lace, flittered. White grape trunk 
candelabra 

Formo Display Company 
Phree Santa 
and plastic in five fade-proof colors, suitable 
Reindeer of spun 
Stars and bells of 


Christmas tree 


holly Long 


Burbank, Calif 
dimensional masques, of fibre 
for indoor or outdoor use 
glass in white or fawn 
spun glass in various sizes and colors 

Min 
Fern 
San 


Fox Display Company, San Antonio 
jature costumed figures deftly done by 
Sess Gallagher, featuring clowns, 
tas, the Magi, ballerinas, ete “Capote” 
branches from Mexico, flocked and 
Garlands and chains of the same material 

Frankel Associates, Inc., New York City 
Six metal-cloth Jewel-cloth, 
“Gramercy” metallic 
metallic bengaline, 
play fabrics. 

Fren-Zee Store Equipment & Fixture Com 
pany, New Haven, Conn. Steel pyramids to 
which Christmas ornaments holding magnets 
are attached as the displayman desires; the 
many kinds, including 
Wood screens made 
Plastic 


and 


frosted 


shades of 
damask, boucle, 


dis 


mesh 


and numerous other 


ornaments are ot 
“Styrofoam” snowballs 
to order. Moulded icicles of plastic 
candy canes. 

Harold Gale, 
Santa with drawn back to 
abdomen, which is in the form of a 
globe. Accompanying globe is lighted from 
within and has the continents of North and 
South America made of gift packages. Full 
size feminine Christmas shopper in mache 
relief, clad in actual fabrics 

Gardner Displays Company, Pittsburgh 
Animated saucers manned by Santa 
and his elves. A Santa that rocks back and 
forth in his chair, and another that controls 
The famous 


Roly-poly 
show his 
world 


Kansas City 


coat 


flying 


the operation of a toy railroad 
laughing Santa 

General Display Cincinnati 
Christmas tree made of \-Foam,” a 
substance that looks like spun glass but ts 
“Viskon” flame- 
and 


Corporation 
“Gen 
irritating to handle 
flowers, 


not 
proof leaves, garlands set 
pieces 

Garrison-Wagner Company, St. Louis 
Module type “Deca Poles,” the poles being 
held in a vertical position by 


strong exerting 


means ot a 


spring pressure equally be 
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tween floor and ceiling, providing a rigid 
upright for the support of all types of dis 
plays; ends are rubber tipped to prevent 
slipping. Outdoor decorations in aluminum 
foil and flameproof “Fiberglas.” Giant 
flowers. Functional displayers in wood. 
Earl W. Gasthoff Company, Danville, Il 
revolving “Sta-Rite” pole 
display platform Set 
metal Christmas 
wreaths of holly, 


Carousel-like 
which supports a 
pieces Silver 


Garlands and 


tree 
metal, 


base 
base 
etc 

General Display 
“Dixray” flexible 
various colors and shown under 
Mechanical Santa 
Shadow-boxes of 
Lane,” with little 
Christmas candy 
dollars in 


Studios, Los Angeles 
fluorescent coated in 
black light 
} 


wire 


playing piano 


animated “Candy Cane 


figures shown making 


Reproductions of silver 


giant sizes for dollar day pro 


motions 
Grant & Sons, 
unit with curved 


Los Angeles. Large 


Inc 


tree wooden leaves. Large 
rubber Christmas ornaments 
H. H. Gould, Inc., New York City 


globes frosted or clear, or in colors 
metal 


Plastic 
Novel 
ties in wire Base garlands Minia 
glass 

New 


firms 
the 


ture figures made of 
The Greneker Corporation 
There was no display of the 
quins at the New Yorker 
exhibited only at the showrooms 
Grimes Display Inc., New 
City. Mexican brush Christmas tree 
from dark 


spun 
York City 
manne 
line being 
York 
shaded 
to chartreuse, 6 to 9 feet 
tall. Large holly leaf sprays and garlands 
with lighted berry Foil tree 
covered with garlanding and miniature 
David Hamberger, New York 
Principal display at showroom 
Keith Originals, 
mache block 
“Little Red Schoolhouse” 
36 incnes long and 30 inches wide 
Three 
chimneys apparently protruding from snowy 


Service, 
green 
clusters has« 
tovs 
Inc., City 


Gordon Lakeview, Ohio 


Papier displayers in stone 


finish 5 feet higl 
Tiered 
Christmas tree piece set showing 
roof 

Korrect-Way Division of 
ture & Mfg St. Louis “2 
Femme Naturelle” mannequins shown in a 
beautiful setting of Greek This 
line of figures stresses styling, much atten 


detail 


American Fix 


Company, 
columns 


tion to eye and mouth and complete 
naturalness 


Wide 


with 


New 


of special display 


York City 
papers, 
children 


Laverne Originals, 
range many 
Christmas designs 
Fabrics to match papers 
York City 
Jade 
Long-necked abstract head 
draping 


such as riding 
deer 

S. Liebmann Studio, New 
tor 


out 
ting figure corset display finish 
millinery head 
Plouse form 
Miniature dressmaker's 

Lustra-Cite 
City A full 
types 

A. Lutz, 
cialties 
“chicken-wire” effect, house 
screens, rattan Christmas trees 


Madisonia, New York City 


were samples of this company’s 


rattan tor 
dummy 
Inc 


of display 


with top 


York 
all 


New 


fixtures of 


Industries, 
line 


New 


leaf 


York 


units, 


City Rattan spe 
panel with rattan 
silhouettes, reed 
Exhibited 
mannequin 
service 

Mannequins, 
line of 


refinishing 
Magnani 
A complete 
sell instead of just wear clothing.” 
Messmore & Damon, Inc., New York City 
[Continued on page 92) 


New 


mannequins 


York 


“designe 


City 
d to 


DON'T SEND 
——MEASUREMENTS—— 


THIS WIG WILL 


Style No. 1301 


BRUNO'S 


yaar ae ape 


MANNEQUIN WIGS 


The reason you don't have to 
send measurements? Simply 

it's because Vari-Shape 
Mannequin Wigs FIT! They're 
made with a special rubber 
bose and come in any color 
desired. 


Write for Descriptive Literature 
and New Style Chart 








“HERZBERG-ROBBINS- 


457 West Broadway, New York 12, N. Y. 


Specialists in Mannequin Wigs and Repairs 


3) Years of skilled experience assure you quality 
work at budget prices. Get Vari-Shape Wigs! 








NETTING, MALINES, MESHES 


for the DISPLAY TRADE 


New patterns, featuring METALLINO and TINSEL 
MESH DESIGNS for FALL ANDO CHRISTMAS. 


GRAND NOVELTY ASSOCIATES 


31 E. 27th St. New York 16, N. Y 








Up to 50” ROLL SHEETING AND SLITTING 
Up to 42” ROLL LAMINATING of PAPER, 
CARDBOARD, FABRICS and PLASTICS 


Special offering of Flocked Rayon Velour Paper 
pink. 


Can be 


aray 

brown, aqua, light green and emerald preen 
sheeted and laminated to your specifications 
Write or wire for samples and quotations 


SERVICES UNLIMITED, DEPT. 
547 West 27th Street, Now York 1, N. Y., WI 7-4115 


tan 











DISPLAY WORLD 


PAINTED 
PRINTED 
OR 


~— CRESCENT QUALITY BOARD! 


PROVED SUPERIOR FOR WORKABILITY . 


an 


Crescent Boards pay for them- 14 Ply Laminated Center. 


selves in Better Signs and Displays. case ) Deep, Brilliant Colors. 


Smooth, Satin finish. 


Crescent Quality Cuts Waste — \i / 


Reduces Production Time. Supplied by Dealers Everywhere. 


SAMPLES AVAILABLE ON REQUEST 
‘Product oF 


CHICAGO CARDBOARD COMPANY 


666 WASHINGTON BLVD. CHICAGO 6 ILLINOUS 





new! Leaf on Leaf 
3-16” FOIL WREATHS 


Gold, Silver, Green, Blue 


48"... .$5.50 
36"... .$4.50 
24"... .$3.75 


Price includes Red Foil Bow 


ABACOT DISPLAYS, Inc. 
FACTORY, BEDFORD HILLS, N. Y. 








MANNEQUIN WIGS! REPAIRS! 


Horse-hair and novelty wigs meade te 
order; lowest prices Old wigs made 
over to look like new Fast service 


WINDOW DISPLAY Try us 
AT HOME ESTELLE BOBIC K 


Easy Home Study course showing 964 21ST STREET SAN PEDRO, CALIF. 


how to do every phase of window 
display work. Merchants, display 





find hia course the finest of it REDIKUT LETTERS 
Employers: Free to you Die Cut Cardboard Letters 


Names of our Graduates. Popular sizes, styles and colors. Write for 
Write for literature your samples and prices. Ask your Dealer. 


THE KOESTER SCHOOL /} THE REDIKUT LETTER CO. 


3710-12 N. Cicero Ave., Chicago 41.11. 6519 West Bivd. Inglewood, Calif. 
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DISPLAY IS DIFFERENT 
AT BON MARCHE-NORTHGATE 
[Continued from page 27 
| 
Employes at the Northgate store are well- 
trained. At present Malcolm Bruce is the 
journeyman displayman, John Pinkerton the 
apprentice displayman and _ Betty Jane 
| O'Malley the stylist. They work as a separate 
unit, but Betty makes numerous trips to the 
| main store 

The display department has an 80 by 25- 
foot room, consisting of shop, office, bins, and 
storage, immediately adjacent to the concourse 
on the lower level, and a 20 by 10-foot 
mannequin room, for storage and changing 
of mannequins, on the upper level. 

Signs are made at the main store. (Display 
is never considered complete at the Bon 
Marche without readers.) The backgrounds 
for stage shows also come from the main 
store, but the stage is erected where needed 
by the Northgate display personnel. The 
functioning of the display department is 
similar to the manner in which the Seattle 
3on Marche display department is run as far 
as concerns conferences with the employes, 
checking merchandise in and out, advancing 
employes, etc., as told in detail in DISPLAY 
WORLD, April 1948. 


FINANCIAL DISPLAY 
[Continued from page 48] 


have a 12-inch bulkhead which conceals self 
contained eyeball fixtures specially designed 
by Winbush. These are portable units, but 
have the same bronze finish as the rest of 

| the trimming on the savings floor, and do not 
detract from the display. The display treat- 
ment is kept open by the use of glass or 
plastic panels, screen effects, egg crating and 
rod. 

\ few years ago the use of effective display 
material in the American financial world had 
barely progressed beyond the window poster 
stage. Today it has become one of the fastest 
growing fields in the designing circle. One 
of those responsible for the fast rise is 
LeRoy Winbush, who thinks the future pre- 
sents unlimited opportunity for the develop- 
ment of incisive and dramatic financial 


displays 


Frank Senior Resigns 
Pawtucket Post 


Frank Senior has resigned as display man 
ager for the New York Lace Store, Paw 
tucket, R. | ind will announce his plans in 
the near future Senior was with the Rhode 
Island store for 14 years. His assistant, 
Howard Lancaster, took over the depart 
ment's direction on June 30th 


Mikiel Brower Enters 
Jobbing Business 
Mikiel Brower, of Blossom House, Mel- 
rr has announced entry of his firm 
jobbing business. He wishes 
desiring jobbing repre- 


irea 
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DISPLAY SPRAY PAINTING 
[Continued from page 31] 
sportswear display with piling in the back- 
ground. The piling consists of cardboard 
tubes sprayed dark brown and dry-brushed 
in still darker brown and green, with green 
fogging towards the bottoms 
If a gloss is desired, clear gloss lacquer 
or gloss oil varnish can be sprayed on as a 
finish coat, with little change of color. For 
imitation woodwork 
painted brown and then, for example, 


wallboard can be 
maple 
The maple is steelwooled with long strokes 
to reveal the brown as graining \ heavy 
coat ot 
imitation 


gloss finishes a_ realistic 


cleat 


In refinishing props, displaymen seldom 
find it necessary to sand down through the 
old finish to the They spackle the 
chips in the paint and throw on 
coat (or three) until the prop gets too heavy 


to lift or falls apart of its own weight 


wood 
another 


difficult to overpaint im 
paints and 


Red colors are 
both water thinning 
they tend to “bleed” 
white pink, and shadowing other colors. This 


lacquers ; 
through, making a 
sealing coat of 
paint, or with 


prevented with a 


other 


can be 
aluminum or 
casein sealer 


metallic 


For painting raw metal, an “etching” 
primer is used first 

When really “high” finishes are desired for 
semi-permanent installations such as wood 
cut-out lettering to match 
several coats of lacquer 
a mirror-like 


Steel wool instead 


store fixtures, 
with wet sanding 
in between will give finish 
as on expensive turniture 
of sandpaper will reach into the slight de 


pressions in a surface ecasier and give a 
There is no substitute 
backed by a board, 


however, for producing completely flat and 


quicker high finish 
for fine wet sandpaper 


glassy larger areas Furniture finishers 
even end up with emery and rouge 


As many of the factory mixed deep colors 


! than 


as possil rather 
and white 


le should be stocked 


black 


tends to gray 


just the primaries and 
Intermixing in any 


the resulting hue 


paint line 


whereas the factory has 
pigments available in clearer saturations 


A second intormative way to. classify 
to the type 


of base and thinning medium) by quantity 


paints (the above was according 


of pigment used 
Stencil pastes and artists’ oil 


| 
Next 


} | 1 
specificall when heavily pigments 


this list would cen 


thus opaque, but paste forn 
less and less pig 
would have 
medium with 
Any paint 
| 


thinned « 1 tl ning paints 


make ex« pentine 


thinning 
stains, but color 


powder mi be 


paints 


stain without the varm 

for an alcohol 

clear Yr tra 

stains als« 

tion, whicl 
Similar 

the vartor 

gloss ol 

clear gl 


some bre 
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All clear finishes have a slight color to 
them, and water will 
surfaces until it dries. To counteract this 
‘wetting effect” for light 
wood finishing a small amount of white or 


even darken wood 


modern colored 


pastel pigment may be used in the sealer 
alternately as a 
undercoat in a textured or 
grained surface. These methods will give 
“buttermilk”, white “Rez” and 
* effects, best determined by 
More of this will 
on display 


coat, or stain, or 


rubbed open 
various 
white “Firzite’ 
experiment on samples 
be discussed later in an article 
wood finishing 

In the dye field the 
the anilines, which may be obtained in water 


most spectacular are 


soluble or oil (and at the same time lacquer) 


The medium for the oil 


soluble form solu 
ble aniline powders may be gloss oil varnish 
bronzing liquid or clear gloss lacquer 

Clear 
brushed or shaded on metal 

Another 
effect of 


powders 


gloss dyes are gorgeous when air 


addition to clear base with still 


some novelty are the metallic 


finely ground brass, bronze, 


copper, “gold” and aluminum. These can 
also be purchased combined with aniline dyes 
(or mixed in the shop) to obtain “metals” 
never seen before on land or sea 

brilliant metallic 
hue and chroma should have a good future 


in the 


These colors of every 


display industry In a window the 
“pick up” 
an effect second only to daylight fluoresecent 
colors. Of late, the Bon Marche has used 
with striking 
Additional dry 
may be blown on the 


colors from across the street in 


them effect on driftwood 


powder a different hue 
highlights while the 
base is still wet as adherent, giving an 
iridescent effect 

\ series of spray process effects depends 
on the use of adherents and dry coatings, 
notably flocking 

Many semi-permanent fixtures, such as pen 
racks and showease risers, can be built with 
composition board and given a fine expensive 
flock « 
booth or in a special flocking booth 


nails ‘ ot need 


appearing and durable rating in the 


spray 
{ y 


In preparation 
x spackled, but a sanding 
is needed to seal t " ‘ at too 


he adherent absorbec wes 


rubber base adherent 
immediately 


work 








TWINKLE LITES 


BLINKER LITES 
For Sparkling Displays 


TWINKLE LITES—Bulbs burn constantly 

BLINKER LITES—Bulbs blink on and off individually 
Multiple hook-up. Complete with bulbs installed 
Boxed individually. Manufactured exclusively by 


4 NOEL + 
Manufacturing Co. Inc. 


167544 Third Avenue, New York 28, N. Y. 
Complete Engineering and Mfg. Service 
For Electrifying Displays 
Jobbers’ Inquiries Invited 
APPROVED UNDERWRITERS LABORATORIES 





ES HOW! 


TIMELY TIPS 


ye y 
Sewer 


a FOR DISPLAYMEN 


QUESTION?? 


IF show cases need perkin’ up?? 


HERE'S HOW!... 


Cut the Baroque scroll work from No 
1818-D Lithophane or single bands from 
No. 101! - 1020. Mount on the glass in a 
simple design. Result will be handsome 
custom-carved, sandblasted glass effect 
Costs little— Looks like a million. At 
your dealers, or order direct 


FAMOUS BELGIAN LITHOPHANIE NOW 
AVAILABLE AT ALERT DEALERS EVERY- 
WHERE, or write for FREE CATALOG to: 


CARRISON-WACNER CO 


2018 Washington Ave.. St. Lewis, Me 


ADLER-JONES CO 


521 8S. Wabash Ave., Chicago, Hil 


CAPPY & CO 
$23 Bi'vd Of The Allies, Pittsburgh, Pa 


SHUR NUFF, INC 
24 3. 6th St., Minneapolis, Minn. 


OR WRITE DIRECT — FOR FREE CATA- 
LOG, SAMPLES AND ANSWERS TO ALL 
YOUR DISPLAY PROBLEMS 





ISINGLASS VALANCE CO. 
5206 Tilden Ave.. Brooklyn 3,N.Y 

















WOOD LETTERS 


. Wood bose and 
Colored 


For that recessed window 
top .. . Plastic rope supports 
letters on blonde oak. 


Trade Marks Reproduced 


Dicer AY OFF I 


Yo) LAKE DRIVE S.f GRAND RAPID t 








THANKS to all 
MY FRIENDS 


for the fine reception given my 
Fall and Christmas lines during 


the recent MARKET WEEK. 


Now, as in the past, we have done 
our utmost to produce a quality 
line of display decorations at 
prices giving you the best values 


in the display field. 


VISIT OUR SHOWROOM 


in New York City and let us help 


you with your display problems. 
a 


DAVID HAMBERGER, Inc. 


Display Decorations 


115 W. 3ist ST.. NEW YORK CITY | 











DISPLAY WORLD 


on the branches. If the branch is given 
a preliminary coating of adherent and held 
so that the flock is deposited as if it were 
falling snow the effect will be extremely 
you can pile it up as high as 
you wish to go. When dry, the branch will 
be flameproof, and may be handled with care 


realistic, and 


Branch and “snow” may be done in con 
trasting pastel shades, and mica sparkle 
added in a final coat of clear adherent. With 
such a fina! gloss coat the effect is of a wet 


snowfall, and without it, a dry snowfall 
Other glamorizers which may be dusted 
on wet paint surfaces or adhered with clear 
medium include mica flitter, “diamond dusts” 
in all colors, and tiny sequins which cast a 
ray of color clear across a street. Last 
Christmas a red-orange pot-bellied stove 
with red-orange sequins in a Bon Marche 
slipper window almost melted the “unusual 
winter's” snow off the sidewalk 

\ recent Father's Day promotion at the 
jon Marche 
painting points. On each of 50 flat totem 


illustrates some interesting 


poles, a composition board father was top 
man for Father's Day. In a large corner 
window, built-up poles were used as pictured 

Fir was selected for its contrast between 
hard and soft grain, and the shelving used 
for the small totem poles was power wire 
brushed in the shop to eat away the soft 
grain 

The large built-up poles were sent out 
for sandblasting, after assembly, for the same 
purpose 

\ white “Rez” type 
sprayed on to preserve the light color of the 
wood, and then the brown highlight color 
was blown across the grain at a flat angle 


sealer coat was 


No steel-wooling was needed, as the porous 
effect of weatherbeaten wood was desired 
rather than a glossy finish 

The built-up poles had an additional color 
treatment Dilute “Texolite” 
brushed on the raised cutouts, and when 
dry were sanded slightly to expose the wood 


colors were 


on the highlights, in a weathered fashion 


The “parchment” readers were prepared 
from sheets of cream paper lightly air 
brushed with buff. The center areas were 
left clear, The edges were then torn away 
to reveal the light base color at the extreme 
border, and the lettering done in a deeper 
shade of brown 

Several painting effects are impossible 


spray equipment. We refer to the 
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—Air brushing across the grain of an etched 

surface (wire-brushed fir). Right, “piled 

up" flocking effects are possible with adherent 

and flocking guns operated simultaneously. 

The flock is blown across the “fan” from the 
adherent gun— 


endless variety of texturizing and modeling 
effects derived from templates and the paint 
spray guided by the hand of a skillful artist 
For example a “brick” wall can be quickly 
built up on a composition board panel with 
a single template having a hole cut in it the 
size of a brick. It is moved from position 
to position and the spray is directed along 
the line of the opening so that the center 
of the “brick” will reveal more of the base 
color than the edges, with resulting depth 
of texture. For marbleizing, various colors 
can be shot through a layer of excelsior 
so that in some places the shadows are sharp 
and in other places clear, as in the actual 
For additional effect, 
colors may be padded on with a square of 


veining of the stone 


carpet in the hand 

Trees and animals should be studied for 
distribution of shadow areas and highlights, 
before papier mache or other full-round 
figures are painted, or before such an effect 
is attempted on a flat surface Further 
painting processes will be described in a 
later article on exotic materials 

Herein lies the “forte” of display spray 
painting : It transforms inexpensive materials 
and inexpensive textures into glamorous 


ones 


Heating System Prevents 
Display Window Fogging 

\ new type of heating system for auto 
mobile showrooms has been installed at 
Edwards Motor Company, Milwaukee, to 
achieve maximum comfort for employes and 
customers and also to prevent display win 
dows from fogging in cold weather The 
entire ceiling of the showroom has been 
constructed to form, in effect, a chamber for 
heated ait \round the perimeter of the 
ceiling a_ slot inch in width was cut 
Warm air sweeps down from the slot and 
cross the display window glass: this mini 
mizes moisture condensation on the glass, 
and as a result it stays clear even in the 


coldest weather 


sbi alee aan 
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Four More Countries 
Enter Contest 


entries trom 


\ 7! TH the addition of 

displaymen in France, Greece, the 
Philippines and Belgium 
18 foreign countries 
entered the first 
display contest 
WORLD A total of 
ceived during the month of June 
the grand total for the peried January 
through June 30th to 1,113 


The 
the best entry 
(for 
June) to 

tor 
The 


there are 


now whose displaymen 


have annual international 
sponsored by DISPLAY 
223 entries was re 
bringing 


15th 


gold medal awarded each month for 
during that 30-day period is 
sent a display photograph sub 
Clement Kieffer, Jr., 
The Kleinhans 


winning display 


being 
mitted in 
display director 
pany, Buffalo 
tured above 


To Kieffer it will be 
a display 


Com 
1s pic 


no novelty to receive 
a top award in contest. During 
his lengthy service in the display field he 
has won literally hundreds of medals and/or 
cash awards in contests sponsored by almost 
every type of firm 


Other winners of gold medal awards are 
John Nugent, Halliburton’s, Oklahoma City 
(January); Elmer W. Diehl, The Bon 
Marche, Sacramento, Calif. (March); Ran 
dolph H. Irwin, Sears, Roebuck & Co 
Baltimore (April), and Frederick Asmussen, 
The Myer Melbourne 
(May) 


Emporium Australia 


Elsewhere in this issue ts a page adver 


tisement describing the long contest in 
detail and 
entries 

December 


year 
rules for 
will 


giving the 
The 
15th, at 


announced 


complete 


submitting contest con 


tinue until which time a 
board of judges to be 
select the top three 
First 


later will 

displays in each of 102 
A 

classi 


classifications each 


fication will consist of a gold medal 


prize in 


second 


and third 
addition 
hirst 


prize a silver medal, 


medal of 


prize a 


bronze In three points 


awarded for place, two 
point 


receiving 


will be each 


points for each second and one for 


third; the individual the 
greatest number of points in the contest will 


each 


be presented with a beautiful gold plaque, the 
runner-up a silver plaque, and third best a 
Phe 
has no 
judging of the contest, 
credited to any individual receiving it 


bronze medal awarded 
the final 


points are 


gold 
bearing on 


plaque 
each month 
and no 
Entries may be sent in at any time, as 
frequently as desired, and in as many classi- 
Preferably 
10-inch black and 
On the back of 
of the individual 
city, and the 


which it is 


they 
white 


fications as one wishes 
should be 8 by 
photographs 
should be the 
making the entry, his store, the 


glossy each 


entry name 
} h H 

number of the classihcation im 

No photographs will be re 

published 


to be entered 


turned, but many of them may be 
or placed on exhibition at the conclusion of 
the contest 

Thus far entries have 
of the United States 


section more strongly 


come from all parts 


with no particular 
represented than an 
Every store is included, as 
from 


shop, department 


other type of 


well hardware to photographic supply 


store to specialty shop; a 


great many small stores have submitted 


nation’s 
of the 


well as some of the 
whole, the 


well done 


entries, as 
On the 
extremely 


largest majority 


displays are 


—Above is the winning display for the month 
Jr., The 
A gold 
the bost 
entry mado during that time— 


of June; it is by Clement Kieffer, 
Kleinhans Company, Buffalo, N. Y. 


metal is awarded eoch month for 








A NEW 


MARBALIA 


BOOK IS NOW READY! 


It contains samples of two 
hundred numbers. 


WRITE IN FOR YOUR COPY 
TODAY 


Samples also available of our com- 
plete line of decorative papers and 
coordinated fabrics, including: 


e TORTOISE SHELL 
e PYTHON 

e ZEBRA 

e LACE EFFECT 

e WOOD EXOTIC 


ay ge 
| ea ep ° 
Laverne 2c iginals 
JO NW 
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GET READY 
FOR FALL 


Zolae aiateMaeelall dia 


Pola iallavemelare 
Distinctive Wig Styling 


WADISOMIA 


America’s Largest Ma 
Refinishers 


25TH STREET 
STREET 
37.448) 


LAKE 
BOU 
DAKS AVE 


WARD ST 


FACTORY-ON-WHEELS 














CHROME METAL 


MOLDINGS and FRAMES 


for every display and 
decorative need 
199 popular designs — durable, 
non-tarnishing. 
Write for style folder 
Jobber inquiries invited. 


IRVING BERLIN & CO. 
719 Eighth Avenue @ New York 19, N. Y. 











For Better Display Use Flexible 


SLEEVE 
FORMS 


e USE THE BEST 
e PAY NO MORE 
e THERE'S A DIFFERENCE 


a ew ae Se, 


ee ee on or 


SIXTH AVE NEW YORK CiTy 11 








Mubaitn 


— a. co. 


twconPpoRnatie 


WOOD LETTERS 
OF ANY TYPE - MATERIAL - SIZE 


BACKGROUNDS 
and displays 


151 W. 18TH STREET (Bet. 6th & 7th Aves.) 
NEW YORK II, N. Y. 





Everything for Display 
lo} me 10) el cle) eeome iia 


ete [ bTelieky suppliers 
618 MARKET ST PHILADELPHIA 6 PA 








MEXICAN FIELD CORN 


Wood Flakes -—— Chips — Cork 
Tan Bark — Snow 
Wooden Hoops —- Horseshoes 


Latest Fall and Xmas Colors. Manu- 


facturers Creators always some- 
thing new in seatter items. It's first 
choice in leading stores from coast to 


coast, 





National Sawdust Co., Inc. 
65 N. 6th St., Brooklyn 11, N. Y. 


Please send me new Fall and Christmas cata 
logue 


Name 
Address 


City & State 
O.W 
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DISPLAY WORLD 


TRAFFIC-READERSHIP 
AND SALES STUDY 


[Continued from page 73) 


At Wanamaker's, Philadelphia, this back- 
window display had a median 
readership of 44 per cent women. The low 
was 17 per cent, the high was 64 per cent. 
This Halle Brothers Company window dis 
play utilizes the interest of people in others 
to register a median readership of 49 per 
cent of the men and 72 per cent of the 
women. Women readers ranged from a low 
of 62 per cent to a high of 84 per cent. Men 


to-school 


readers ranged from a low of 41 per cent 
to a high of 91 per cent. (Neither Arthur 
Godfrey nor Milton Berle maximize their 
circulation with that kind of 
audience interest.) 

At Miller & Rhoads in Richmond this 
back-to-school window display was the best 
of the four displays covered in our opening 
study just before the start of the fall buying 
season, Readership for women ranged from 
1] per cent to 35 per cent with a median 
of 19 per cent. 

At Rich's, Atlanta, the masking technique 
was employed to focus attention on shoes 
The window display had a median readership 
of 30 per cent of the women, ranging from 
a low of 15 per cent to 59 per cent. The 
sales story of the series of window displays 


potential 


of which this is one is very interesting 
Mandel Brothers, Chicago, registered a 
median readership of 44 per cent of women 
ranging from a low of 17 per cent to a high 
of 82 per cent. There is a sales story coming 
up on this in a moment 
Famous-Barr Company, St 
a median readership of 45 per cent of women 
with this window display that ranged from 
a low of 28 per cent toa high ot 51 per cent 
Donaldson's in Minneapolis utilized mo 


Louis, scored 


tion in three out of four window displays 
the thre« 
(see the raised figure on the platform) to 


motion displays used turntables 


score median readership of 58, 56 and 52 
per cent, of women The window that did 
not use motion suffered a drop in median 
readership to 30 per cent, although there may 
have been other contributing causes 

Bird, Thayer's Kansas City doll 
registered a median readership of 


Emery, 
display 
41 per cent of the women who ranged from a 
low readership of 19 per cent to a high of 
64 per cent 

Sanger Brothers, Dallas 
rolled up a higher readership on 


would you be- 
lieve it 
home furnishings than they did on any one 
of millinery displays 25 per cent of 
the men and 54 per cent of the women. The 
best that millinery could do was 51 per cent 
ot the women 

Would you like consistently to roll up a 
median readership of 71 per cent of the 
! White 


House in San Francisco; 62 per cent of the 


women That's the score for The 
women was the lowest readership for this 
84 per cent was the highest 
up for men was 34 per cent 
rviews with shoppers who had 
before they entered 


mw displays be 


his display was frequently 1 

irate detail 

just a few of the window dis 
“Trafhie-Readership 
Make your 


motion 


in the 
ly of Display” 


with other 
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media if you want to appreciate fully the 
impact of visual merchandising upon the 
window display audience. 

We have demonstrated that people read 
and remember, but do they buy from the 
visual presentation of merchandise in store 
windows? Here are sales stories from three 
stores. 

Macy's, New York City, typically employs 
the six Broadway window displays for the 
presentation of a fashion theme—here the 
window displays were used to introduce a 
navy and red color theme. No other pub- 
licity was used. Fashion was the first ob- 
jective, but when the window displays were 
removed, sales of the merchandise dropped— 
from 13 per cent to 80 per cent. When 
there was no visual presentation in window 
display the total unit of sales of the mer- 
chandise dropped 32 per cent. People do 
read, do remember, and do buy from the 
visual presentation of merchandise. Is it 
any wonder that other sales promotion media 
like to have window and interior displays 
used to back up their feature promotions ? 

Mandel Brothers used these four window 
displays to introduce a knitwear promotion. 
No other publicity was employed. When the 
window displays were removed, unit sales 
dropped 69 per cent and dollar sales dropped 
54 per cent 

In case you want to remember that one for 
the next argument about whether or not 
window displays can sell, I repeat, unit sales 
dropped 69 per cent and dollar sales dropped 
54 per cent when the merchandise was re- 
moved from the window displays. 

At Rich's, Atlanta, the sales story is slight 
ly different. The merchandise was on dis- 
play for a two-week period. On the Sunday 
preceding the first week of the display, a 
rotogravure newspaper section was used to 
Rich's as Atlanta’s “Family store 
for shoes.” In the first week of the display 

the week when the newspaper advertising 
would normally have its effect—unit sales 


advertise 


increased 75 per cent, dollar sales increased 
82 per cent over the base week before the 
start of the advertising and display promo- 
tion. In the window 
display the period of our traffic analysis 


second week of the 
sales increases were sustained over the 
base week at 66 per cent in units and at 
week after 
display, the base 
week, but only by 31 per cent in units and 


82 per cent in dollars. In_ the 


sales remained above 


by 50 per cent in dollars. In short, window 
display helped to start and then continued 


to sustain sales 


increases over the base 
week 

Our sales results studies were carried one 
step or so further in four other stores 
Miller & 


Barr, and Emery, Bird, 


Donaldson's Famous 
Thayer We can't 
studies in detail 


Rhoads, 
possibly cover all of the 
today, but here is a summary of the results 
We found, first, that as the lookers or read 
sales tended to 
cities that 

without 


increase, ne Increas¢ 
1, we found in all four 


visual merchandise presentation 


the aid of other sales promotion media 
started increases in total unit sales over 


the sales of the base week before the 
displays 


Generally 1 


sales declined when the mer 
withdrawn from the displays, 


Macy's, Mandel’s 


chandise was 
just as was the case at 


and Rich's 


1 mente te a SN een AN 


— 
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Sales that were started in the week on 
display were sustained, generally, in the 
week after the display was removed. In 
other words window display started a sales 
action that carried over into the period 
after the window displays were removed 
Usually where display failed to do this, an 
inadequate stock of merchandise the 
cause of lack of follow-through 


was 


These sales increases ranged from 18 per 
cent to 68 per cent in total unit sales and in 
three cases resulted in dollar sales increases 
ranging from 38 per cent to 67 per cent 
In three cities, three of every four window 
started that 
even in the 
was window 


sales increases 
the week after 
removed from the 


displays 
sustained 
chandise 


were 
mer 


displays 

It requires a research staff to conduct 
readership studies, but let me show you two 
examples of the kind of information any 
store can develop from its own sales records 

Here is a window display of pillows at 
Emery, Bird, Thayer in Kansas City. The 
sale of the pillows in the week before the 
display is taken as the 100 
per cent. 

During the week on display 
of units increased 43 per This 
resulted in a 29 per increase in the 
number of sales contributed to the merchan 
dise classification. The 
turn, contributed a 14 per cent increase in 
the classification’s the total 
of the department 

That is 
Remember this was a typical display job 
nothing special about it and no other pub 
licity was used 


base week or 


the number 
sold cent 


cent 
classification, in 


share of sales 


real selling in anybody's store! 


Look what happened after the merchandise 
was taken off display. Unit 
to 81 cent of the week 
tion sales dropped to 94 per cent and _ the 
classification contribution to 
dropped to 8&6 per 


sales dropped 


per base Classifica 
department 


sales cent of the base 
week. 
I submit to 


sales punch shown here 


the 
is practically price 
that peopl 
visual mer 


you that a medium with 


less! This is real evidence 


read, remember and buy from 


chandise presentations 

Van 
shirts at Famous-Barr Company, St 
Van 
withdrawals are fairly 
presentation of the 
with no 


Here is a window display of Heusen 
Louis 
Stock 

Given visual 

lor 

publicity by 


Heusen is a well-known brand 
steady 
merchandise 
other 
what happens ? 


one 
week the 
store 

Unit sales increased 57 pet 
week. The contributed 
more sales to their 


cent over 


10 per 


Phe 
cent more 
When the 


and unit 


base shirts 


classification 
classification contributed 2. per 
to the the 


display was withdrawn 


cent 


department 
unit 


sales of 
some 
contributions to classification 
but at 
fication’s contribution to 
1 to the level of 


Again, we 


gains were 
he 
department 


week 


evidence of 


sustained, lower levels classi 

sales 
returne the base 
the 


presenta 


have forceful 
visual mrchandise 
The 


hes in the rec 


al 
sales 


power of 


window display dramati 


tion in 

dence of this selling power 
More 

j 1 acl 


unearthed led an 
, 
| 


yrds 
of stores everywhere 
should be 

Now 
the techniques of 
crease the traftc 


window and interior disp! 


of this evidence 


let's answer one fina 


visual 


and sa 


OESFLAY: WORLD 


any display a good display? 
Last year, in the “Pilot Study of Display,” 
we demonstrated under controlled conditions 
that the technique of display could merely 
accept the audience it received, or could — 
by proper technique reach out and build 
up the reader interest of the audience almost 
without limit 
This year we 
in past research At The White House in 
San Francisco and at Stix, Baer & Fuller 
in St. Louis we took three existing interior 
displays of best-selling merchandise and 
sought through pre-tested visual mer- 
chandising principles to improve the traf 
fic and sales effectiveness of the displays 
The following were among the questions 
asked about the interior displays 
before revisions were 
1. How 
to the line of sight? 
What are the 
Is there 
Is the sign 
Is the presentation from the customer's 


words, is 


lessons learned 


utilized the 


existing 
made 
is the merchandise shown in rela- 
thon 
conditions of contrast 
a sign card? 

card informative 

point of view: 

This was the original display of Farring 
ton jewel boxes at a $1.95 at the White 
House. You find hundreds of counter 
displays like this in the stores of any sizable 


can 
city in the country today. Here is the re 
display. Note that the 
is raised. It is shown on a fixture 
trasts in line and form with the 
The sign card is informative and 
benefits from the customer's point of view 


merchandise 
that con 
merchandise 


vised 


stresses 


The original and the revised display were 
alternated 
six selling days 
same, only the technique of display 
Traffic and sales were checked in the custom 
Fach display had an equal 
the 
display 


tor 
the 
varied 


during periods of each day 


The merchandise was 


ary manner 


opportunity to address audience in 
fact the was 
some 750 Yet 
looked, more people stopped and more peopl 


revised 


original exposed to 


more passers more people 
examined the jewel boxes when the 
trafh 
influence 
willing to call 
and a 46 


pertormance an 


was exposed to store 
the 
results? It does if 
more lookers, 
per cent 
“influence.” The original display sold 27 per 
cent of total units the test period 
while the revised display sold 73 per 
of the total units. Visual merchandising 
technique sales by 46 per 


display 

Does technique of display 
you are 
stoppers, examiners 
difference in sales 
during 
cent 
alone increased 
cent 

Here is the “Wear 
ever” aluminum caWe pans at Stix, Baer & 
Fuller. You know that theory about jumbled 
mass displays then 
sell hot 

This is the 
by 18 per 


orig‘nal display of 


just mix up and they 
cakes 

revised display. It 
cent rhe 


dramatized in 


like 
increased 
merchandise 1s 
The 
contrasting background and sign card deliv 


to the passer-by who, in 
per cent more 


sales 
identified. It is use 


ers a message turn 
delivers 18 
visnal merchandising technique 

The this 
& Fuller counter 
$1.00." The 


Baer 
Pole 


Sign 


Stix 


Barber 


card on original 
display Says 


sign 


Razor Banks, contrasting 
ard background of the revised 
“For first just d t! 


drop 
blades in this barber pole 


display says 


safety se used razor 
disposal unit a 
$1.00 The 


The 


practical, colorful 


tized and s} 


giit product 
is dran OWN in use visual 
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_ ANIMATED DISPLAY UNITS 


Turntables, pen- 
dalum motors, 
Ne. 6 dry cell 
motion _ 


LOW PRICES 


ariable 
speed adjustment. Write for literature. 


EARL PELLETIER 150 Nassau St., N.Y. 4 


COrtlandt 7-014 








Our new, 104 page, super-super 


FALL—XMAS 
DISPLAY GUIDE 


is now ready. Write for your copy today 


on your letterhead. 


MARCUS 


Window Display Service, Inc. 
104 Lincoln Street, Boston !1, Mass. 














PRICE CARD and 
DISPLAY CARD HOLDERS 
CASH ALARM TILLS 
CONE TWINE HOLDERS 
SNAP-IN TAG NEEDLES 
WINDOW TRIMMER'S TOOL 
Write for Mlustrated Price List 


RUDOLF ORTHWINE CORP. 
503 W. 33rd St., New York 1, N.Y 


[WINDOW DISPLAY] 
MATERIAL 


BECKER SIGN SUPPLY CO. 
319-321 N. Paca St. Baltimore 1, Md. 














COSTUMES: of YESTERDAY 


KATHERINE BURR FLEMING 


76 Rogers St. Branford, Conn. 
Phone: Branford 8-1836 


Write for circular of photos 








merchandising principles employed so well 
in this display increased sales 74 per cent 
and gentlemen, these have been 
the highlight facts in “The Traff« 
Readership Sales Study of Display” 


More information will be found in the 


Ladies 
some of 
and 
pub 
lished report 

Like 


findings alone, 


all research, the real value lies not in 
but rather in the employ 


sell 


cost 


the 


ment of them to more goods to more 


lower remem 
pre 


merchandising 


people at People read 


ber, and buy from visual merchandise 


sentations. Improved visual 


can cause more people to read, to remember 
to buy more. In work to reach 
j 


is objective, those of us who had a hand in 


and 
tl 
developing and conducting this research sin 
vou find our efforts to be 


your 


cerely hop« useful 


to you 
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rtunity Exchange 








SALESMEN 
WANTED 


Established manufacturer of 
display materials desires sales- 
men to handle line on 20% 
commission. Sell to depart- 
ment stores, chain stores, and 
specialty shops. All territories 
open 


Address Box 7K 


Care of DISPLAY WORLD 








Position Wanted 


Displayman employed by one 
of Pennsylvania's better stores 
desires position with progres- 
sive store in Middle Atlantic 
States Experienced in all 
phases of department store 
displays, show cards, signs, 
and construction work. Also 
newspaper advertising. 25 years 
old, married, excellent refer 
ences. Photos and layouts on 
request. 
Address Box 7H 


Care of DISPLAY WORLD 








3-Unit Mechanical 
Display—Cat & Fiddle 
—Dog 
Cow jumping over moon 
All are in A-1 mechanical con 
dition, costumed and refinished 


all 3 for $350. Write for 
pictures 


WYMAN’S 
SOUTH BEND, INDIANA 
Attention: P. Lehman, 
Display Director 


FOR SALE! 


CINDERELLA CHRISTMAS STORY 
DISPLAY 


Fifteen beautiful lighted floats 20” by 36” by 
44” high. Each depicts a complete scene from 
the Cinderella story designed with a Christmas 
Fully carved and costumed characters 
in wonderfully detailed settings. These are a 
terrific Christmas attraction for children. Can 


ty-in. 


be used as shadow box window pieces, as 
decor for Toy Department or Santa House, or 
as a Christmas exhibit. 


Additional full scale pieces also available, such 
as large lighted castle, full size each coach 
and horses, stylized trees, Santas, and orna- 
All to be sold at a fraction of 
Photos 


mentation. 
their 
request. 


original cost. available on 


FOLEY’S, Houston, Texas 


Contact: FRANK VERMILYE 
Display Director 


FOR SALE 
Half interest in leading 
Coast Mannikin plant. 


8,000 square feet 
Downtown 
Los Angeles 


Attractive Deal. 


Address Box 7C 
Care of DISPLAY WORLD 








Distributors Wanted 


Something new for window 
valances! Large flat sheets of 
decalcomania — nine colors — 
die cut decal letters — venetian 
blind panels. All window 
trimmers and new stores are 
prospects. Write for descrip- 
tive folder, ete. 


A. P. DeWOLF 


2203 Fairmount Avenue 
Philadelphia 30, Pa. 




















Save Money with our 


CLOSEOUTS AND 
ODD LOTS 


ot all types o1 
DISPLAY MATERIALS, 
PROPS, ETC. 

us your requirements 
to “Closeout Sales De 
partment.” 


Window Display Service, Inc 
110 Lincolyn Street 
Boston 11, Mass. 


25 MECHANICAL CHRISTMAS UNITS 
SACRIFICED! 


THE LIFE OF SANTA CLAUS 
In 25 Mechanical Floats, made by Bliss and used by Macy of 
New York in December of 1947. 
Price $15,000 


In perfect condition Original 


Photographs on request 


For Sale . . . $1,500 


Richard A. Staines, Display Manager 
VANDEVERS, Tulsa 3, Okla. 


Top Notch Salesmen— 
Designer Wanted 


An opportunity for a partner- 
ship. Minimum investment 

must have ability and/or fol- 
lowing. <A > successful natural 
display material manufactur- 
ing firm wishes to expand. 
Needs men expert in papier 
mache, wood, wire or flowers 
Located in N. Y. area. State 
age, background in confidence 


Address Box 7D 


Care of DISPLAY WORLD 











Home Study Lessons in Window 
Display—an up-to-date course cov- 
ering all phases of the subject—S00 
pages of text with 1000 detail draw- 
ings—Priced very low. Also Store 
Interiors, Show Card Writing and 
Silk Screen Process. Write for cir- 
culars. Will H. Bates, Box D, 
Ellsworth, Ill. 














Displayman Available 
quality men's wea ‘} 
sires change 

n display 

shocards am 

reliable Wil 

tion Address BOX 
DISPLAY WORLD 











STENSGAARD CINDERELLA XMAS 
DISPLAY AVAILABLE 


We have for sale a very good XMAS DISPLAY \ large gold 
coach, a Cinderella coach with horses and related items. All in 
very good condition. Used for only a short period last Xmas 
Photographs of window trim available for your inspection 
Willing to sacrifice them as store policy does not allow repetition 
of window trim \ guaranteed traffic-stopper. Write for pic 
tures and price 


JACKS 


MARKET AT BEAVER YORK, PENNA. 








SALESMEN 


We have just completed a sen 
sational line of unique display 
items. Can be carried as a 
side-line or an exclusive basis 
Protected territories. If you 
want a real money-maker, this 


is the line for you 


Address Box 7G 


Care of DISPLAY WORLD 
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ATTENTION! 
Display Manufacturers 


Competent Designer, Artist, 
Display and Ad man _ with 
proven creative, inventive and 
artistic ability desires position 
with opportunity to earn five 
figures. Many exceptional ideas 
ready for manufacture. 


Address Box 7B 


Care of DISPLAY WORLD 








WANTED 


Descriptive literature, price 
lists, samples, etc. of gadgets, 
apparatus, etc. of a chemical, 
mechanical, optical or electri- 
cal nature capable of produc- 
ing animation, magical and 
mystical effects suitable for en- 
tertaining and earning money 
at carnivals. 

Dr. Walter Peiris, President 


Anti-Tuberculosis 
iation 
MORATUWA, CEYLON 


ANIMATED SANTA CLAUS 
By Greycraft 
Proven Crowd Stopper. 
eLife Size Santa With Typical Life Size Boy 


On Knee. 


eSynchronized movement of mouths and 
arms with novel Dialogue. 


e Cost—$1400—New. 


Complete with records, Webster changer 
ypically Christmas display, 
For further information, photos 


tinuously without attendant 
excellent for toy windows. 
on request, write to 


The PARIS Co., 28 East Broadway 
Salt Lake City, Utah 


and operates con- 


FOR SALE 
Silk Screen Printing 
Plant 


Going business, located in 
Miami, Fla. for sale because 
of partners disagreement. Fully 
equipped shop with 24 sheet 
poster set-up. Right man may 
buy half interest and be work- 
ing partner. Price for entire 
business $15,000. Terms. Write 
for particulars. 


ress Box 7A 
DISPLAY WORLD 


Care ot 














Position Wanted—Combination ad 
vertising and displayman Excel 
lent card writer and commercial 
artist 3 yrs. schooling in display 
and advertising Wide range of 
experience in display and promo 
tional newspaper advertising. Will 
locate anywhere. Address Box 7M, 
Care of DISPLAY WORLD 


CORRESPONDENCE INSTRUC- 
TION—In Window Display. In op- 
eration for over 40 years with over 
20,000 graduates in — every 
country in the world. Write for 
catalog. THE KOESTER SCHOOL. 
Koester Bidg., 0-12 N. Cicere 
Ave., Chicago 41, Ill. 








Display Business 
For Sale 


$100,000 gross, good following 
located in Chicago, growing 
concern, must sell account of 
health. Liberal price, a real 
opportunity for smart man 


Address Box 7N 


DISPLAY WORLD 


Care of 











WANTED 


Services of display and store 
layout consultant to prepare 
display specifications and floor 
plans for stores retailing live- 
stock feed and allied merchan- 
dise. Preferably have feed 
merchandising experience, but 
will consider others qualified 


Address Box 6B 


Care of DISPLAY WORLD 


SALESMEN 


We have openings for different territories including New 
manufacturers of a wide 


York City. We are 


wood displayers of own design, easy to sell, priced to meet 
Protected territories 


today’s budget 


ART DISPLAY STUDIO 


MR. N. KAUFUNG, Mgr. 


Att.: 


654 WEST 161ST STREET 
Tel.: 


W Adsworth 8-6980 


variety of 


Commission 20% 


NEW YORK 32, N. Y. 














FOR SALE 
Clown On Unicycle 


Mechanical 
Christmas made by W. I 


display for 
Stensgaard. Depicts a 
gayly dressed clown riding 
a circus unicycle across a 
Excellent con 


Will sell 


submitted 


tightrope 
dition, cost $550 
for $250. Photo 
on request 


Sutton’s Fairyland 
810 Canal Street 
New Orleans, La. 


WANTED AT ONCE! 
RESIDENT SALESMEN 


America’s most complete 
fixtures, 


To represent one of 
nationally advertised 
mannequins and accessories 


Exclusive Territories! 
No Investment!!! 


Address Box 7DB 


of DISPLAY WORLD 


Care 


lines of 


fabrics, flower pieces, 


Top Earnings! 














DISPLAY MANAGER WANTED 
Man capable of trim 
j 


and newspaper ad 


ming window 
card writing 
nformation 


vertising Give full 


ry expected in first letter 


SEITNER BROS. 
Saginaw, Mich. 


and sala 








FOR SALE 
Print-a-Sign Machine 


Only 5 years old, in good con 
Asking price $500 f.o.b 


or wire 


dition 


Call, write 


Display Director 
FILENE’S 
Worcester 8, Mass. 





| 





JOBBERS WANTED 


Manufacturer of exterior 


Christmas decorations desires 
Display Jobbers to sell product 
direct city Chamber of 
and Merchant's As 


( ommerce 


clations 


Address Box 6MD 


DISPLAY WORLD 


( are t 








USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD 
purpose: 
POSITION WANTED 
& 
POSITION VACANT 
9 


USED DISPLAY 
EQUIPMENT 
FOR SALE 


REPRESENTATIVES 
WANTED 


® 
$3.00 Per Column Inch 
CASH WITH ORDER 








AUGUST 
Opportunity Exchange 
Forms 
CLOSE AUGUST 7 




















DISPLAY WORLD 


SUCCESSFUL MARKET WEEK crinkly oak. Flocked oak made into Christ 
SEEN AS UP-TURN mas trees. Blinker lights. New silver finish 


for oak 
[Continued from page 83) Mutual Display Mig. Company, Cleveland 
Giant canes, and candy stick tubes of all 
A Santa Claus that actually lifts a pipe to sizes from 1 to 14 inches in diameter. Sprays, 
his mouth, removes it, and then blows smoke Christmas ball grape clusters, and similar 
from his mouth. Elves, animal orchestra, (Christmas material 
Humpty Dumpty, reindeer choir directed by Nesbit Industries, Inc., Chicago Spe- 
Santa Claus all animated. Flying deer ¢jalties in “Snow Foam,” including wreaths 
and Santa decorated with holly leaves, glass balls and 
Maharam Fabric Corporation, New York satin ribbon; full round Santa with red suit, 
Jewel cloth, bengaline, jewel brocade, Gre foil belt and black skis; 16-inch angel 
cian drapery, and numerous other display trimmed in sequins and with a lime green 
fabrics foil jacket and tinsel draping; snowman on 
Metal Goods Corporation, St. Louis, base, and Santa with reindeer and sleigh 
Flameproof, fireproof aluminum Christmas New England Decorators Supply Com- 
trees, garlands, etc.; completely weather pany, Boston tase metal Christmas trees 
proof, they can be used either indoors or out Metallic fabrics White fibre Christmas 
State Padly: tree that revolves ; : 
New Style Studio, New York City. Mache 
figures that hold candelabra-like displayers 
Heads and busts in metal finish—gold, cop 


Micharno Displays, Inc., New 
N. Y. Soda fountain bar with cut-out clerk, 
faucets, sodas, ete Deer displayer Snow 
maiden unit topped by dainty figure of white 
sanel’s. hails Pesieliss. ecto  aidiint: decileg | ORCS silver Display piece of small dress 
on their backs for back-to-school display 

Mileo Mannequins, New York City. New 


line of mannequins with less bust emphasis 


maker's form with scissors and tapemeasure 
Old King Cole Displays, Inc., Louisville, 
Ohio Animation was stressed, with the 
principal interest shown in “Howdy Doody” 
Hairdos include boyish short cut Line f 
- shadow-box scenes forming a complete 

ranges from children through adults, the 


Christmas series. “Howdy Doody” leading 
children having touseled hair, freckles and 


an orchestra composed of comical figures 
Life-size “Howdy” on a bucking broncho 

The Morgan Company, Chicago. Demon Oltmanns, Omaha. Ledge piece wall sec 
strations of the “Line-O-Scribe” card writ tion, & feet tall, of simulated stone flanked 
ing machines, handling cards from 22 by 28 with simulated iron grille; column holds an 
inches down to 7 by Il inches; these sizes — old-fashioned lantern. Natural pine, foliage 
are maximum for different types of machine sprays, ete Metal poinsettia cluster with 
but each machine will also handle smaller leaves, all flocked Revolving, suspended 
cards as well Demonstration included a (Christmas tree of expanded metal mesh 
new self-inking development Park Lane Fabrics Company, Inc., New 

Natural Creations, Inc... New York City York City. Special Christmas design fabrics 
Italian holly novelties. Flocked garlands of | Giant styrofoam canes Pastel base metal 


natural expressions 
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sprays. Revolving Christmas trees 

Plastic Fabricators, New York City. “Em- 
pire” multiple-shelf displayer for cosmetics, 
jewelry, etc. Platform displayers of clear 
and black plastic. New hat and glove fix- 
tures. New line of hanging units of plastic. 

Plasti-Foam Products, Inc., Chicago. Tin- 
sel printing on styrofoam—deer, angels, and 
other Christmas characters; full-round ob- 
jects up to 26 inches in size. Plastic snow 
in various shades. Bells, Santa heads, trees 
of styrofoam 

Polywog, Inc., New York City. Multiple- 
shelf displayers capable of many adaptations. 

Leo Prager, Inc., New York City. Blouse 
hanger combined with plastic arms. Drape 
stands. Complete plastic displayer line. 

Price Fabrics Company, New York City. 
Transparent velvets, satins, sparkle crepes, 
bengalines, crashes. Silver star ninon, shad- 
ing from light to darker tones of blue. Rayon 
and gold tinsel roping with 7-inch gold 
tassels. Base metal Christmas trees. 

R-Tex Company, New York City. Display 
papers and striped tubes. 

Radiant Glass Fibers Compady, New York 
City. “Stikwik” mirror units which are 
self-adhesive and can be adhered to various 
surfaces as desired. Glass fibres of all 
types and colors 

Reyburn Mfg. Company, Inc., Royersford, 
Pa. Color harmonized crepe papers. Cut- 
out cardboard Santas in rich colors. Printed 
“Rey-Trim” corrugated panels—34 by 40 
inches—of fall and Christmas scenes. Ledge 
borders for Christmas. 


(Due ot lack of space, the exhibit high- 
lights of the 24 remaining firms which took 
part in Display Market Week will be con- 
tinued in the August issue—Fd_) 
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his mannequin 


2s the greatest value 


on the market 


in style ...in quality ...in price 


96" 
the standing figure 


BECAUSE all twenty-four figures are styled right 
... guided by the latest demands of display and 
fashion @ Pencil slim proportions @ Small heads 
with close set ears @ Outstanding facial sculpture 
and coloring @ Popular eye decor (including Doe 
eyes) @ Excellent wig styles in a wide selection of 
colors and hair-dos . . . natural looking hairline 
because of the temple-hugging feature @ Full 
range of eight keyed fleshtones @ Lower section 
constructed of durable papier-maché, upper sec- 
tion of strong composition @ Hands are flexible, 
shock-proof rubber. A variety of fine fashion poses, 


standing and seated, in Misses and Junior figures. 


Li rliny Lisplays 


SHOWROOMS: NEW YORK ...47 West 34th Street 
222 W. Adams Street 
LOS ANGELES. . 511 W. Olympic Bivd. 


/DARLING Your one dependable 
DISPLAYS source for everything 
OisTRiBUuTOoR in display equipment. 





